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COMMENT 


Since  Glaxo  revealed  the  outlines  of  their  proposed  new 
distribution  network  earlier  this  month  (April  13, 
p620),  with  the  main  protagonists  sworn  to  secrecy 
about  the  fine  detail,  the  dust  has  settled  a  little  but  some 
questions  are  still  outstanding.  The  service  fee  paid  by 
Glaxo  to  participating  wholesalers  is  variable  but  likely  to  be 
around  5  per  cent,  leaving  a  possible  7.5  per  cent  of  the 
present  fee  for  the  retail  customer.  But  again  Glaxo  will  not 
say  what  that  discount  will  be  —  whether  it  will  depend  on 
quantity  ordered,  for  instance  —  nor  will  they  say  whether 
the  pharmacist  will  be  worse  off  under  the  new  scheme. 
For  its  part  the  Pharmaceutical  Services  Negotiating 
Committee  said  the  new  scheme  was  not  expected  to  have 
an  adverse  affect  on  contractors  but  now  says  it  will 
reserve  judgment  until  after  Glaxo  has  presented  to  the 
May  PSNC  meeting.  And  the  largest  wholesaler  to  sign  up, 
AAH,  are  '  'entirely  satisfied"  with  the  agency  agreement 
(last  week,  p675) ,  while  accepting  that  the  level  of  discount 
for  pharmacists  "will  be  one  that  Glaxo  set  rather  than 
ourselves". 

The  current  Department  of  Health  discount  scale  has 
been  revised  but  not  yet  published  and  takes  account  of 


present  wholesaler  discounts,  as  well  as  those  available  on 
Pis  and  generics .  For  example  AAH  discounts  start  at  8 . 5 
per  cent  (£2,500-£13,000  per  month)  rising  to  9.5  per  cent 
above  £13,000  (plus  an  extra  1.5  per  cent  for  terminal 
orders).  The  new  discount  scale  ranges  between  6.12  per 
cent  and  9.25  per  cent  (£2,500-£13,000),  continuing 
upwards  therafter.  Some  3-4  per  cent  of  that  scale  is 
accounted  for  by  generics  and  Pis,  so  the  impact  of  taking 
Glaxo  products  out  of  the  standard  wholesaler  discount 
equation  is  difficult  to  quantify  for  pharmacists,  PSNC  and 
Government,  but  the  overall  effect  can  be  expected  to  be 
downward  as  it  will  be  more  difficult  to  reach  wholesale 
thresholds  and  Glaxo  are  hardly  likely  to  be  generous  to 
pharmacists!  If  so,  pharmacists  will  suffer  until  the 
expected  new  discount  inquiry  redresses  the  balance. 

The  National  Association  of  Pharmaceutical 
Distributors  is  surprised  that  the  Government  seems 
prepared  to  relinquish  hands-on  control  of  the  drugs  bill. 
Until  now  it  has  been  quite  able  to  recover  cash  from  any 
stage  of  the  distribution  system,  but  in  future,  if  the  Glaxo 
proposal  were  adopted  by  more  manufacturers,  the  system 
could  well  run  out  of  control. 
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Review  for 
election  rules 


NEWS 


Liverpool  FHSA  pledges 
£3,000  to  LPC  initiative 


Liverpool  pharmacists  have  been 
allocated  £3,000  by  the  city's 
Family  Health  Services  Authority 
to  progress  initiatives  on  the 
extended  role  for  pharmacists. 

Talks  are  underway  between 
representatives  of  the  Local 
Pharmaceutical  Committee  and 
FHSA  managers  on  a  number  of 
specific  projects  and  all 
community  pharmacists  are  being 
circulated  to  find  volunteers  to 
take  part. 

John  Donoghue,  one  of  the 
pharmacists  on  the  local  working 
party,  told  C&D  the  FHSA  had 
been  "very  positive"  about  the 
LPC  initiatives.  On  top  of  the 
£3,000  already  promised,  a 
further  £2,000  will  be  made 
available  later  in  the  year 
depending  on  progress.  And  a 
number  of  pharmaceutical 
companies  are  interested  in 
providing  support  for  specific 
projects  in  their  field  of  interest. 

Projects  include  the 
pharmacist's  role  in  smoking 
cessation,  drug  abuse 
management,  blood  pressure 
screening  and  referral,  residential 
and  nursing  homes,  and 
therapeutic  audit  in  those  homes. 

Mr  Donoghue  says  he  is  now 
waiting  for  pharmacists  to  back 
the  LPC  initiative,  achieved  with 


No  comment 
from  PSNC 

Representatives  of  the 
Pharmaceutical  Services 
Negotiating  Committee  met 
Health  Secretary  William 
Waldegrave  on  Monday,  but  the 
Committee  was  making  no 
comment  on  the  outcome  of  the 
meeting  as  C&D  went  to  press.  A 
report  on  the  meeting  was  being 
delivered  to  the  full  Committee  on 
Wednesday. 

■  Pharmaceutical  General 
Council  chairman  Graeme  Millar 
told  C&D  that  May  8  was  the 
earliest  possible  date  for  a  PGC 
meeting  on  the  situation  in 
Scotland.  A  settlement  at  the 
same  time  as  England  and  Wales 
was  unlikely,  he  said. 


The  results  of  the  cost-benefit 
analysis  of  nurse  prescribing  will 
be  available  by  August,  Health 
Minister  Virginia  Bottomley  told 
the  Commons  last  week. 


"just  a  little  positive  thinking". 
FHSAs  are  under  considerable 
pressure  to  deliver,  he  says. 
'  'The  pharmacists  came  along  and 
basically  offered  to  do  half  the  job 
for  them  in  terms  of  health 
promotion  and  screening.  Here 
we  are  on  the  verge  of  making  it 
happen." 

A  couple  of  new  suggestions 
have  been  put  to  the  FHSA. '  'We 
are  asking  the  FHSA  to  write  to 
GPs  to  see  if  they  would  be 
prepared  to  pay  a  pharmacist  for 
PACT  advice.  The  FHSA  would 
keep  a  list  of  those  who  have 
completed  a  training  course  on 
PACT,"  Mr  Donoghue  says. 

A  second,  more  controversial 


More  leading  baby  food 
manufacturers  have  responded  to 
the  Food  Commission  report 
which  claimed  baby  foods  are 
'  'low  in  nutrients  and  poor  value 
for  money' '  {C&D  last  week). 

H.J.  Heinz  claim  the  article  is 
based  on  an  out-of-date  report. 
"It  fails  to  take  account  of  current 
paediatric  advice  contained  in  the 
recent  European  Commission 
Draft  Directive  on  baby  food," 
says  the  company. 

Much  of  the  Food  Commission 
report  concerned  the  calorific 
value  of  baby  food  which,  say 
Heinz,  current  scientific  opinion 
dismisses  as  a  key  factor  in 
modern  infant  nutrition. 

"It  should  be  noted  that 


proposal,  would  see  pharmacists 
use  regional  health  authority 
money  to  reduce  waiting  lists. 
Professor  Doug  Hepler  of  the 
University  of  Florida  told  the 
DoH-sponsored  meeting  on  the 
extended  role  that  30  per  cent  of 
elderly  admissions  to  hospital  are 
drug-related  and  up  to  50  per  cent 
of  these  were  preventable,  Mr 
Donoghue  recalls. 

"We  have  put  it  to  the  FHSA 
that  they  could  ask  for  RHA 
money  for  pharmacists  to  take 
part  in  prescribing  audit.  If  you 
could  reduce  the  number  of 
geriatric  admissions  look  at  the 
impact  that  would  have  on  waiting 
lists." 


commercially  prepared  baby  foods 
should  be  used  as  part  of  a 
balanced  mixed  diet  and  this 
principle  is  clearly  communicated 
in  all  our  literature  and  contacts 
with  the  medical  and  nutritional 
world,"  say  Heinz. 

Milupa  point  out  that  the 
report  did  state  that  their  range 
provided  adequate  caldries  and 
was  value  for  money.  However, 
the  company  says  maltodextrin  is 
present  not  as  a  bulking  agent,  but 
as  an  easily  digestible  starch- 
derived  carbohydrate. 

Milupa  also  claim  the  Food 
Commission  has  applied  the 
protein  criterion  for  mixed  meat 
and  vegetable  dishes  to  all  types  of 
baby  food  products. 


The  Council  of  the  Royal 
Pharmaceutical  Society  is  to 
review  its  election  procedures 
after  its  attention  was  drawn  to  a 
circular  about  one  of  this  year's 
candidates. 

The  board  of  the  National 
Pharmaceutical  Asosciation  has 
expressed  its  "grave  concern" 
about  the  circular  supporting  the 
candidature  of  Boots  manager 
John  Carr,  sent  to  Boots 
pharmacists  by  the  Joint  Boots 
Pharmacists  Association. 

Mr  Carr  says  the  circular  was 
sent  out  before  his  nomination 
papers  had  been  sent  back  to  the 
Society,  and  before  the  "no 
publicity"  cut-off  date. 

Society  deputy  secretary  Ray 
Dickinson  told  C&D  that  at  its 
meeting  last  week  Council 
decided  to  review  its  election 
procedures  to  clarify  when  a 
person  becomes  a  candidate. 


"The  report  fails  to  focus  on 
the  fact  that  since  babies  are  fed 
three  or  four  times  daily  it  is 
irrelevant  whether  the 
combination  of  courses  at  each 
meal  has  an  exactly  correct 
balance  of  recommended 
nutrients  so  long  as  the 
recommended  daily  amounts  are 
reached  in  total  by  the  end  of  the 
day,"  say  Milupa. 

Trevor  Bell,  Milupa's 
managing  director  comments: 
"An  important  fact  the  Food 
Commission  has  missed  is  the 
need  for  baby  foods  to  be  easily 
digestible ,  varied  in  nourishment 
and  taste.  Nutritional  content 
means  nothing  unless  a  baby  will 
take  and  like  the  food. ' ' 


Baby  food  report:  more  companies  respond 
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Healthier 
diets  urged 


Beta-2  agonists — the  debate  continues 


A  number  of  papers  published  in 
recent  months  have  prompted 
concern  about  the  safety  of  long- 
term  use  of  regular  beta-2 
agonists. 

Most  recently,  pharmacologist 
Clive  Page's  hypothesis  that 
beta-2  agonists  inhibit  natural  anti- 
inflammatory mechanisms  (C&D, 
March  30,  p488),  was  published  in 
The  Lancet. 

Now  Glaxo  are  saying  that  the 
hypothesis  is  flawed,  and  warn 
clinicians  to  "err  on  the  side  of 
;aution  when  interpreting  such 
speculation  in  the  context  of 
treating  patients  with  life- 
threatening  diseases' ' ,  in  a  letter 
n  The  Lancet  this  week. 

The  company  puts  forward 
counter-arguments  to  all  the 


points  raised  by  Dr  Page.  Glaxo 
say  that  he  fails  to  account  for  the 
fact  that  the  patients  are 
bronchoconstricted  and  need 
treatment. 

Glaxo  are  confident  that  beta-2 
agonists  are  safe,  and  are 
continuing  with  their  research 
which  should  result  in  Serevent 
being  licensed  for  use  in  children 
later  this  year,  medical  director  Dr 
John  Hall  told  C&D  this  week. 

Consultant  lung  physician  Dr 
Ashley  Woodcook  said  that  GPs 
are  only  now  getting  to  grips  with 
the  guidelines  for  treating  asthma, 
and  urged  pharmacists  to  send 
patients  on  inappropriate 
medication  back  to  their  GPs. 

In  another  letter  in  The  Lancet, 
New  Zealand  researchers  say  that 


the  authors  of  the  paper  on 
fenoterol  continue  to  ignore  the 
"substantial  pharmacological 
differences"  between  fenoterol 
and  other  beta-2  agonists  and  fail 
to  provide  appropriate  references 
for  their  claims  to  the  contrary. 

Even  if  there  has  been  a 
general  increase  in  asthma 
morbidity  and  mortality  since  the 
late  1970s,  it  does  not  seem  to 
account  for  the  sudden  upsurge  in 
asthma  deaths  in  New  Zealand 
that  began  when  fenoterol  was 
introduced  in  1976,  the  letter 
concludes. 

■  Glaxo  are  conducting  a  two 
year  post  marketing  surveillance 
study  into  salmeterol  due  to  end 
next  November.  Some  24,000 
patients  are  involved. 


NE  LPCs  suggest  small  pharmacy 
review  and  pharmacist  prescribing 


Table:  Drug  groups  proposed  for  transfer  to  category  PPM  —  for  pharmacist  use 


Naproxen,  Metoclopramide.  Merbentyl,  Prochlorperazine 


Five  day  antibiotic  course  —  broad  spectrum:  tetracyclines,  ampicillin, 
erythromycin 

Three  day  course  —  trimethoprim 

Oral  salbutamol  (bronchodilator) 

Co-dydramol  —  severe  toothache,  weekend  treatment 

Antifungal  (Nystatin)  —  oral  candidosis 
Antifungal  (vaginal  application)  —  vaginal  thrush 


Small  pharmacies  dispensing 
under  1,000  NHS  items  a  month 
should  be  reviewed  and 
reclassified,  where  appropriate, 
into  a  new  category  of  Desirable 
Community  Pharmacy,  attracting 
special  selective  payments. 

This  is  one  of  the  proposals  put 
forward  by  the  North  East  Region 
group  of  nine  local  pharmaceutical 
committees  in  their  submission  to 
the  Government's  extended  role 
working  party. 

Pharmacies  handling  less  than 
1 ,000  items  a  month  are  unlikely 
to  be  truly  viable  or  in  demand, 
says  the  report.  A  rationally 
distributed  profession  based  on 
the  doctors'  criteria  of  open, 
closed  or  intermediate  areas,  is 
suggested.  This  would  be  used  to 
assess  new  openings  and  whether 
closures  should  be  replaced. 

The  report  does  not  support 
an  increase  in  front-loading  but 
rather  some  redistribution  of  fees 
to  aid  rational  location.  Incentives 
are  suggested  to  encourage  the 
amalgamation  of  small 
pharmacies. 

The  LPCs  conclude  that  there 
is  a  need  for  expanded  healthcare 
services  through  the  pharmacist 
but  these  extra  roles  will  not  apply 
to  everyone.  "Facilities,  abilities, 
commitment  and  motivation  are 
essential  factors,"  their  report 
says.  Demonstration  of  these 
attributes  would  be  required  for  a 
"new  contract  award ' ' . 

In  five  years  time,  pharmacy 
could  provide  a  national  network 
of  mini  healthcare  centres  in  the 
community  which  would  be  both 
prophylactic  and  therapeutic,  and 
easily  accessible  to  all. 

Free  NHS  medication  for  75 


Chloramphenicol  eye  ointment/drops 
Cimetidine 


Penicillin-V  —  five  day  course 
Metronidazole  —  periodontal  abscess 


Oral  contraceptive 

per  cent  of  patients  is  an  obstacle 
to  developing  the  pharmacist's 
role  in  minor  ailments,  say  the 
LPCs.  "The  Government  should 
investigate  the  cost-effectiveness 
of  funding  a  small  range  of  limited 
period  medication  for  some  of 
these  patients , ' '  says  the  report . 
A  pilot  scheme  in  two  family  health 
services  authorities  is  suggested 
whereby,  like  opticians,  both 
pharmacist  and  patient  sign  a  form 
FPP10. 

To  prescribe  effectively  for 
minor  ailments,  pharmacists  need 
more  effective  medicines  and  the 
LPCs  suggest  a  new  classification 
of  medicines  not  available  on 
demand  by  the  general  public 
(PPM) ,  rather  than  a  simple  move 
from  POM  to  P.  If  necessary, 
pharmacists  should  be  prepared  to 
attend  postgraduate  courses  and 
undergo  examination  before 
prescribing  drugs  from  this 
category  (see  table). 

Ethical  restrictions  on 
advertising  certain  services 
should  be  relaxed  so  these 
specialist  qualifications  and 


therefore  services  can  be  brought 
to  the  attention  of  the  public,  say 
the  LPCs. 

The  North  East  LPCs'  other 
recommendations  include: 

■  More  extensive  training  for 
pharmacists  in  first  aid 

■  Greater  co-operation  with 
doctors  in  educational  seminars, 
prescribing  research,  and  local 
formularies 

■  Expansion  of  dispensing  to 
include:  improving  compliance, 
patient  medication  records, 
domiciliary,  24-hour  emergency 
dispensing  and'drug  information 
services,  receipt  and  safe  disposal 
of  unwanted  medicines,  advice  on 
surgical  materials  and  appliances, 
and  liaison  with  community  nurses 

■  Health  promotion  campaigns 
within  pharmacies,  including 
leaflets  and  the  attendance,  on 
particular  days,  of  experts,  such 
as  dieticians,  to  give  advice  to 
patients.  This  would  be  FHSA 
funded  and  advertised  to  patients 

■  Health  screening  facilities  with 
analysis  offered  to  fund-holding 
practices  on  a  contract  basis. 


The  role  of  pharmacists  in 
preventing  diet-linked  chronic 
diseases  is  acknowledged  in  a 
World  Health  Organisation  report 
published  last  week. 

The  report  establishes  a  firm 
link  between  major,  chronic 
diseases  such  as  heart  disease  and 
some  cancers,  and  diets  high  in 
fat,  sugar  and  salt,  and  low  in  fibre, 
fruit  and  vegetables.  It 
recommends  that  governments 
should  act  now  to  reduce  the 
future  burden  of  these  diseases. 

Ministries  of  health  should 
strengthen  professional  training 
programmes  to  ensure  that  the 
role  of  diet  in  the  prevention  of 
chronic  diseases  is  understood  by 
the  medical  profession  and  other 
health  care  workers,  WHO 
suggests.  A  wide  range  of 
personnel  should  be  involved  in 
community-based  prevention 
programmes,  including  nurses, 
pharmacists,  dentists  and  health 
personnel  in  schools  and  factories. 

The  report,  "Diet,  nutrition 
and  the  prevention  of  chronic 
diseases"  (HMSO,  £10.95),  sets 
clear  nutritional  targets,  such  as 
eating  at  least  400g  of  fruit  and 
vegetables  a  day.  Total  fat  intake 
should  not  exceed  30  per  cent  of 
daily  energy  intake,  free  sugars 
should  not  exceed  10  per  cent  and 
salt  intake  should  not  be  more 
than  6g  daily.  Besides  its  link  with 
caridovascular  diseases,  a  high  fat 
intake  is  associated  with  an 
increased  risk  of  cancers  of  the 
colon,  prostate  and  breast.  Diets 
high  in  plant  foods  are  associated 
with  a  lower  occurrence  of 
cancers  of  the  lung,  colon, 
oesophagus  and  stomach. 

A  Healthy  Eating  Campaign 
was  launched  last  week  to 
promote  the  issues  highlighted  by 
the  report  and  to  urge  the 
Government  to  take  action  to 
improve  the  nation's  diet. 
Campaign  members  are  the 
Consumers'  Association,  the 
National  Federation  of  Women's 
Institutes,  the  Coronary 
Prevention  Group  and  the  Guild  of 
Food  Writers.  A  booklet  aimed  at 
health  professionals,  "Eat  well... 
live  well!",  is  available  (£1.95) 
from  the  Coronary  Prevention 
Group,  102  Gloucester  Place, 
London  W1H3DA. 

The  Vitamin  Forum, 
comprising  six  companies 
involved  with  the  manufacture  of 
dietary  supplements,  commen- 
ted, "If  we  are  to  achieve  the  level 
of  intakes  (of  nutrients)  outlined  in 
both  the  WHO  report  and  in  other 
recent  studies,  a  dramatic  change 
in  British  eating  habits  is  required. 
Until  this  time,  appropriate 
supplementation  will  continue  to 
play  an  important  role . ' ' 
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NEWS 


DoH  U-turn  on  drug  supplies 
to  hospices  disappoints 
PSNC 


Pharmaceutical  Services 
Negotiating  Committee  secretary 
Steve  Axon  has  reacted  angrily  to 
a  Department  of  Health 
announcement  that  supplies  of 
drugs  to  hospices  are  to  be 
' '  simplified  "with  the  aid  of  a  £3 . 2 
million  grant.  This  may  mean  that 
drugs  could  be  purchased  direct. 

Currently  hospices  obtain 
drugs  on  individual  prescriptions 
from  GPs  or  by  purchasing  them. 
'  'This  can  mean  at  best  red  tape 
and  waste,  and  at  worst  delayed 
treatment, ' '  says  Health  Minister 
Virginia  Bottomley.  "I  want  to 
ensure  hospices  have  free  and 
ready  access  to  the  drugs  they 
need  to  do  their  excellent  work. ' ' 

Mr  Axon  is  concerned  about 
an  apparent  DoH  U-turn.  "We 
met  Department  officials  some 
time  ago  when  it  was  first  mooted 
that  there  were  some  possible 
problems  with  hospices  and  the 
supply  of  drugs  through 
community  pharmacies  on  FP10. 
We  were  very  concerned  at  that 
time  that  the  DoH  was  issuing  a 
circular  which  tended  to  suggest 
that  drugs  should  be  supplied 
through  the  hospital  service. ' ' 

Mr  Axon  says  PSNC  was  told 
that  the  supply  of  drugs  was  a 
matter  for  hospices  and  there  was 
no  reason  why  community 
pharmacies  should  not  continue  to 
provide  that  service.  He  had  then 
written  to  every  hospice  to  say 
that  pharmaceutical  services  were 
available  from  local  pharmacies. 
"We  were  told  the  whole  question 
was  voluntary  and  I  am  very 
concerned     to     note  this 

WORLD  HEALTH  ORGANIZATION 


TOBACCO  OR  HEALTH 

World  No-Tobacco  Day,  organisea 
by  the  World  Health  Organisation 
for  May  31,  aims  to  encourage 
governments,  communities,  groups 
and  individuals  to  be  aware  of  the 
need  for  tobacco-free  public  places 
and  public  transport,  and  for 
immediate  action  towards  a 
tobacco-free  society.  The  slogan  is: 
"Public  places  and  public 
transport;  better  to  be  tobacco- 
free".  Tobacco  will  cause  three 
million  deaths  worldwide  each  year 
in  the  1990s,  sav  WHO 


development,"  Mr  Axon  said.  "I 
note  also  that  it's  a  trial  period  and 
I  have  written  to  the  Department 
to  remind  them  that  what  they  are 
doing  is  not  consistent  with  what 
was  said  at  our  meeting. ' ' 

Mr  Axon  says  pharmacies  are 
still  the  best  placed  outlets  for 
providing  services  to  hospices. 
"PSNC  would  have  welcomed  the 
opportunity  to  discuss  the  supply 
of  medicines  to  hospices  in  their 
entirety.  It  is  disappointing  that 
one  of  the  first  extensions  of  the 
pharmacist's  role  was  services  to 
residential  homes  and  before  that 
is  even  bedded  in  we  have  what 
can  only  be  described  as  a 
contraction  of  those  services." 


Liverpool  community  pharmacist 
Jeremy  Clitherow  was  elected 
chairman  of  the  National 
Pharmaceutical  Association 's 
Board  of  Management  for  1991-92 
at  its  meeting  this  week.  A  Board 
member for  Merseyside  since  1983, 
he  is  also  secretary  of  Liverpool 
Local  Pharmaceutical  Committee 
and  a  member  of  the  Family  Health 
Services  Authority.  He  contributes 
regularly  to  C&D's  assistant 
supplement  Over  the  Counter 


Survey  confirms  easy  access 
to  pharmacist 


Over  85  per  cent  of  people  visiting 
a  pharmacy  are  normally  able  to 
speak  to  a  pharmacist  straight 
away  if  they  want  to,  a  joint  survey 
conducted  last  year  by  Sheffield's 
FPC  and  CHC  has  revealed. 

And  94  per  cent  of 
respondents  in  the  survey  were 
aware  that  the  terms  pharmacy 
and  pharmacist  were  used  to 
describe  what  in  the  past  were 
known  as  chemists. 

However,  while  patients  visit 
their  pharmacy  more  often  than 
their  GP  only  a  little  over  half 
(53.6  per  cent)  considered  a 
pharmacy  to  be  a  convenient  and 
appropriate  place  for  obtaining 
health  education  material. 

When  asked  whether  their 
local  pharmacy  fulfilled  the 
following  criteria  the  response 
was  as  follows: 

per  cent 

□  Clean  and  smart  93 

□  Sufficient  space  inside  67 

□  Seated  waiting  area  50 

□  Reasonable  access  54 

□  Friendly  staff  87 

□  Reasonable  waiting  time  87 

□  Can  generally  supply  from 
stock  91 

□  Pharmacist  explains  things 
well  91 

A  surprisingly  high  number  of 
respondents  said  they  would  use 
diagnostic  services  if  offered  from 
the  pharmacy  —  blood  pressure 
screening  65  per  cent;  diabetes 
testing  47  per  cent:  cholesterol 
testing  60  per  cent;  but  pregnancy 
testing  only  44  per  cent. 

Over  48  per  cent  had 
questioned  their  pharmacist  on 
their  medication,  but  only  14  per 


cent  on  general  health  and  42  per 
cent  on  minor  illness.  However  a 
near  universal  95  per  cent  had 
found  the  pharmacist  helpful  if 
questioned.  A  large  proportion  — 
77  per  cent  —  thought  a  private 
consultation  area  should  be  set 
aside  in  each  pharmacy.  Only  21 
per  cent  were  aware  of  the  24 
hour  "on  call"  pharmaceutical 
service,  although  80  per  cent 
knew  of  the  late  night  service 
offered  by  a  city  centre 
contractor. 


Labour's 
charter 

The  Labour  Party  has  pledged  to 
establish  the  right  for  all  patients 
to  obtain  full  information  about 
their  condition  and  advice  on 
alternative  methods  of 
management. 

If  Labour  came  to  power,  they 
would  also  establish  the  right  of 
patients  to  obtain  access  to  their 
own  medical  records,  which  may 
be  withheld  only  if  there  were 
serious  medical  grounds  for 
refusing  access. 

Other  "rights"  in  "Labour's 
charter  for  patients ' '  include :  the 
right  for  patients  to  choose  the 
hospital  in  which  they  are  treated; 
to  obtain,  before  discharge,  full 
information  on  the  continuing  care 
required  and  what  support 
services  are  available;  to  complain 
and  to  receive  a  response  within 
three  months;  to  secure  an 
individual  appointment  time  and  an 
explanation  of  any  delay  above  30 
minutes;  the  right  to  refuse  to 
participate  in  clinical  trials  or 
medical  training  and  to  withdraw 
at  any  time;  and  to  receive  no-fault 
compensation  for  injury  caused  by 
medical  treatment. 
■  A  Labour  survey  of  voluntary 
service  and  community  care 
organisations  has  found  that 
almost  half  of  the  60  replying 
disapproved  of  the  Government's 
decision  to  delay  full 
implementation  of  the  NHS  and 
Community  Care  Act  until  1993. 
Two-thirds  believed  that  services 
for  priority  groups  such  as  the 
elderly  and  mentally  ill  were 
suffering  as  a  result  of  financial 
pressures  on  local  councils  and 
health  authorities. 


BRIEFS 


The  Medicines  Control  Agency  is  one  of 

the  candidates  for  Executive 
Agency  status  later  this  year 
under  the  Government's  "next 
steps"  initiative.  Health 
Secretary  William  Waldegrave 
said  in  a  Commons  reply  he  is 
confident  the  move  will  enhance 
the  MCA's  ability  to  safeguard 
public  health  through  the  control 
of  medicines.  The  first  "next 
steps"  agency  —  NHS  Estates  — 
was  launched  this  week. 
Park  Systems  have  published  a 
reference  guide  to  help  locums 
and  other  pharmacists  when  they 
encounter  different  labelling 
systems.  The  booklet  details  label 
production,  patient  medication 
records  and  latin  dose  codes.  It  is 
available  free  of  charge  by  calling 
Park  Systems  on  051-298  2233. 
Health  service  managers  will  now  be 
able  to  study  for  a  higher  degree  in 
health  management  at  City 
University.  The  degree,  designed 
specifically  for  NHS  employees,  is 


said  to  "recognise  the  particular 
managerial  challenges  of  the 
service  in  terms  of  size  and 
complexity,  outcome  measure- 
ment and  numbers  of  professional 
groups  involved." 
"For  gums,  for  teeth,  for  life!"  is  the  I 
title  of  the  latest  education  leaflet 
available  on  the  Pharmacy 
Healthcare  stands  towards  the 
end  of  April.  The  leaflet  deals  with 
advice  on  looking  after  gums, 
preventing  gingivitis  and  the  use 
of  mouthwashes,  fluoride 
protection  and  dental  floss.  It  also 
includes  an  illustration  on  the 
correct  way  to  brush  teeth. 
The  average  cost  of  prescriptions 
dispensed  in  Scotland  in 
December  was  £6 .62  for  chemist 
contractors  and  £6.68  for 
chemists  and  appliance  suppliers. 
Ingredient  cost  was  £5.73  and 
£5.77  respectively.  The  total 
number  of  prescriptions 
dispensed  was  3,658,085  at  a  total 
net  cost  of  £24,420,471. 92. 
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Compliance 
aids  dilemma 

Compliance  aids  have  a  place  in 
medical  treatment,  but  they  need 
targeting  at  those  who  need  them, 
and  they  should  be  paid  for,  not 
used  as  an  advertising  gimmick, 
says  the  Society's  vice-president 
David  Coleman. 

In  a  speech  last  week  to  the 
Dorset  Branch,  Mr  Coleman, 
vice-chairman  of  the 
Pharmaceutical  Service 
Negotiating  Committee,  said  the 
compliance  aids  story  has 
produced  tension  within  the 
profession  and  a  confusing 
message  for  the  public. 

"Some  questions  have  to  be 
asked,"  Mr  Coleman  said.  "Are 
compliance  aids  in  the  patient's 
interest?  If  yes,  which  patients: 
those  in  residential  homes  or  the 
confused  elderly  at  home  who 
have  no-one  to  help  them?  And 
should  not  PSNC  go  to  the 
Government  and  negotiate  a 
system  whereby  the  doctor  can 
indicate  'special  containers'  and 
the  pharmacist  be  reimbursed?" 

"I  realise  we  have  built  an 
enormous  hurdle  if  we  want 
payment  for  these  systems 
through  our  scramble  to  give  them 
away  'free',  yet  in  many  other 
countries  they  attract  a  premium 
payment." 

Mr  Coleman  added:  '  'Are  we 
not  in  danger  of  undoing 
manufacturers'  work  on  stability 
and  legislation  on  patient 
information  by  popping  tablets  into 
these  aids?  Will  patients 
prescribed  'one  or  two  four  times 
a  day  if  needed'  get  two  four  times 
a  day  regardless  because  the  aid 
contains  them?  This  needs  a  lot 
more  thought  before  we  rush 
down  this  path." 


Nicorette  is  P 
—  official 

The  Order  deregulating  Nicorette 
2mg  from  POM  to  P  on  May  1  has 
now  been  published. 

Nicorette  Plus  (4mg)  remains 
POM,  under  the  Medicines 
(Products  Other  than  Veterinary 
Drugs)  (Prescription  Only) 
Amendment  Order  1991  (SI  No 
962;  HMSO,  £1).  The  Order  also 
exempts  from  POM  control 
hyoscine  butylbromide  for  internal 
use  other  than  by  inhaler, 
providing  it  is  sold  or  supplied  in  a 
package  containing  not  more  than 
240mg  and  the  container  is 
labelled  with  a  maximum  daily 
dose  of  80mg  and  a  maximum 
dose  of  20mg.  This  is  a  change 
from  a  maximum  dose  of  3mg  and 
maximum  daily  dose  9mg. 


TOPICAL  REFLECTIONS 


Oil  at  sea? 


Once  again  Seven  Seas 
have  produced  confusion. 
Despite  much  criticism,  the 
labelling  of  original  "One-a- 
day"  cod  liver  oil  capsules 
has  not  changed  and  some 
of  the  public  continue  to  use 
them  as  a  convenient,  but  a 
less  than  effective  way  of 
treating  their  joint  pains. 

The  criticism  has, 
however,  presented  Seven 
Seas  marketing  experts 
with  an  opportunity  to 
market  a  new  high  strength 
one-a-day  capsule  with  the 
result  that  the  patient  is 
faced  with  even  more  confusion.  The  pack 
clearly  states  "High  strength  pure  cod 
liver  oil  one-a-day  helps  relieve  joint  pains 
and  stiffness ' ' .  Yet  while  the  vitamin  A  and 
D  content  has  been  raised  to  the 
equivalent  of  10ml  of  liquid  oil,  ie  160  per 
cent  and  400  per  cent  respectively  of  the 
recommended  daily  allowances,  the  actual 
oil  content  is  still  only  some  10  per  cent  of 
the  amount  often  recommended  for  relief 
of  joint  pain. 

Many  patients  with  arthritic  pain  who 
do  not  presently  benefit  from  the  proper 
use  of  cod  liver  oil  because  of  its 
unwelcome  taste  would  be  pleased  to  take 
three  large  capsules  three  times  a  day  as 
an  alternative. 

I  would  prefer  Seven  Seas  to  withdraw 
the  present  potentially  misleading  "one- 
a-day"  formulations  and  then 
unambiguously  market  both  1ml  pure  cod 
liver  oil  capsules  for  the  relief  of  joint  pains 
and  stiffness,  and  a  fortified  "one-a-day" 
capsule  providing  the  100  per  cent  RDA  of 
vitamins  A  and  D. 

No  smoking  without 
fire! 

At  last  the  date  for  the  change  of  status  of 
Nicorette  2mg  gum  from  POM  to  P  has 
been  announced  (last  week  p633,  see 
also  this  week  p720).  From  May  1 
pharmacists  will  be  able  to  recommend  a 
product  which  tackles  the  problem  of 


tobacco  addiction  at  source. 

Smoking  is  an  anti- 
social, unhealthy  habit  that 
pharmacists  are  in  a  real 
position  to  tackle  head  on. 
Many  patients  are  aware  of 
its  dangers  but  being  unable 
to  give  up  owing  to  their 
addiction  to  nicotine,  are  not 
prepared  to  admit  the 
seriousness  of  the  problem 
by  seeking  medical  help. 
These  patients  do, 
however,  visit  pharmacies 
frequently  and  are  in  an  ideal 
position  to  be  influenced  by 
properly  presented  anti- 
smoking  literature.  That 
information  can  now  be 
reinforced  by  a  product  that  really  works. 

It  requires  careful  counselling  to  be 
totally  effective,  but  that  is  a  problem  I  can 
and  will  tackle  with  enthusiasm.  Here  is 
the  opportunity  to  offer  the  positive 
benefit  of  health  education  to  a  section  of 
the  community  who  would  not  otherwise 
have  access  to  it  and  at  the  same  time 
demonstrate  the  effectiveness  of  our 
health  advisory  role. 

Reacting  to 
information 

I  am  still  very  nervous  about  presenting 
patients  with  a  mass  of  information  about 
their  drugs  when  it  is  not  possible  to  gauge 
their  reaction.  Once  the  piece  of  paper  is 
in  their  hands  there  is  no  going  back  and 
we  must  take  the  consequences  of  that 
information  to  its  ultimate  conclusion. 

The  alternative  of  nil  information  is  just 
as  unsatisfactory  so  the  recent  research 
grant  given  by  Glaxo  Laboratories  to  fund 
a  three  year  fellowship  in  patient 
information  at  the  John  Radcliffe  Hospital, 
Oxford,  is  to  be  welcomed.  I  trust  the 
particular  problems  of  patient  information 
in  the  community  are  also  addressed,  and 
hope  we  will  see  some  published  results 
before  the  end  of  the  three  years,  but 
meanwhile  I  will  continue  to  issue  ABPI 
recommended  format  leaflets  to  my 
patients  and  reinforce  that  advice  with 
counselling  at  the  point  of  dispensing. 
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COt  TERPOMT 


Major  TV 
splash  for 
Colour 
Confidence 

Wella  are  supporting  their 
relaunched  Colour  Confidence 
range  of  permanent  colourants 
with  a  £2.4  million  television 
advertising  campaign.  The  first 
burst  will  run  from  April  22  to  June 
2,  when  87  percent  of  the  brand's 
target  audience  in  the  advertised 
regions  will  see  the  commercial  an 
average  of  8.6  times,  claims  the 
company. 

Colour  Confidence  is  now  the 
number  three  brand  in  its  market 
sector  with  an  18  per  cent  share 
(AGB  Jan/Feb),  say  Wella.  The 
campaign  comprises  two  20 
second  commercials,  one  to 
appeal  to  working  women  and  the 
other  to  mothers.  The  overall 
theme  is  "Colour  Confidence 
from  Wella  —  hair  colour  you  can 
believe  in." 

The  advertisements  are 
strongly  branded  for  maximum 
recognition  by  consumers  when 
they  get  to  point  of  purchase. 

The  advertisements  will 
appear  in  the  Yorkshire,  Tyne 
Tees,  STV,  Grampian,  HTV, 
Anglia,  TSW  and  Border  regions. 
Display  material  is  available  to 
back  up  the  campaign  in-store. 
Wella  (Great  Britain)  Ltd.  Tel: 
025620202. 


Plenty  of 
henna 

Natural  fragrance  company  Plenty 
of  Scents  have  added  a  range  of 
henna-based  products  to  their 
Yesteryears  collection. 

The  henna  powder  (£2.50) 
comes  in  seven  colours,  including 
auburn,  black,  brown,  copper  and 
blonde. 

Henna  shampoo  and 
conditioner  (250ml,  £2.75)  come 
in  four  fragrances.  Plenty  of 
Scents.  Tel:  090557477. 


Kent  add  Moisture 
Response  for  Summer 


Kent  Cosmetics  have  introduced 
a  range  of  sun  preparations. 
Moisture  Response  Deep  Bronze 
sun  range  is  claimed  to  help 
prevent  skin  drying  out  in  the  sun 
as  well  as  offering  UVA  and  B 
protection. 

The  sun  cream  comes  in 
protection  factors  2,  4,  8  and  12 
(£2.99)  and  there  is  also  an 


aftersun  (£1.99). 

Kent  are  launching  the  range 
in  a  merchandiser  pre-pack  with  a 
consumer  offer  —  buy  any  four 
sun  creams  and  get  a  75ml  hand 
and  nail  lotion  free. 

The  pre-pack  contains  40 
products  and  has  a  trade  price  of 
£49.50.  Kent  Cosmetics  Ltd.  Tel: 
0622859898. 


Vantage  PoS 
initiative 

AAH  Pharmaceuticals  have 
launched  a  new  Vantage  seasonal 
point  of  sale  initiative. 

Orders  are  now  being  taken 
for  the  new  package,  which 
features  a  total  of  10  themes 
including  the  four  seasons  of  the 
year  and  retailing  "calendar 
dates"  such  as  Christmas, 
Mother's  Day,  Father's  Day  and 
Easter. 

The  PoS  package  is  available 
only  to  Vantage  members  at  an 
introductory  price  of  £43.75  (  + 
VAT)  per  quarter.  The  display 
material  featured  in  the  first  PoS 
theme  —  Summer  —  will  be 
issued  in  early  June  to  those 
pharmacists  who  have 
subscribed. 

The  kit  features  various 


elements  such  as  shelf  edge 
strips,  window  banners,  hanging 
cards,  till/shelf  wobblers  and 
posters.  The  elements  vary  from 
theme  to  theme  with  the  contents 
of  each  display  being  selected  to 
maximise  the  message. 

A  Vantage  promotional 
calendar  with  a  suggested 
timescale  for  each  set  of  PoS 
material  will  be  provided  with  each 
of  the  new  kits.  Vantage  members 
who  would  like  to  order  the 
package  should  contact  their  local 
representative.  AAH  Pharma- 
ceuticals. Tel:  0928  717070. 

Efamol  Ltd  have  introduced  Efamol 
10,  a  10  per  cent  evening  prim- 
rose oil  cream,  said  to  be  specially 
developed  for  dry  skin  and 
associated  skin  conditions. 

The  emollient  cream  (30g, 
£2.95)  also  contains  vitamins  A 
and  E,  is  perfume-free,  and  has 
not  been  tested  on  animals,  say 
Efamol  Ltd.  Tel:  0483  304441. 


Summer 
plans  for 
Autan 

Scholl  are  planning  a  £300,000 
national  Press  advertising 
campaign  for  their  insect  repellent 
brand  Autan  this  Summer. 

The  campaign  will  continue  the 
award-winning  theme  "Nothing's 
more  repellent  to  biting  insects" 
and  will  be  backed  up  by  an 
additional  £150,000  spend  on  PR 
and  consumer  promotions,  says 
the  company. 

The  main  consumer  activity 
will  be  on-shelf  in  May  and  is  a 
leaflet-based  competition  to  be 
displayed  in  the  new  Autan 
counter  unit.  The  first  prize  is  a 
luxury  barbeque  and  garden 
furniture  worth  £1 ,000.  There  are 
100  hampers  for  the  runners  up. 

A  trade  display  competition  is 
also  planned  —  details  are  on  the 
back  of  the  counter  unit.  Prizes 
include  50  luxury  family  hampers. 

Autan's  business  develop- 
ment manager,  Andrew  Edyvean 
says:  "Given  our  experience  of 
last  year,  we  anticipate  that  once 
again  Autan  will  be  the  only  brand 
in  the  market  to  receive  such 
extensive  support."  Scholl 
Consumer  Products  Ltd.  Tel: 
0582482929. 


Suncare  with 
Estee  Lauder 

Three  new  products  join  Estee 
Lauder's  sun  range  at  the 
beginning  of  May. 

Faceblock  with  an  SPF  of  12  is 
an  invisible  waterproof  sunblock 
(50ml  £10.70)  which  provides  high 
levels  of  protection  from  UVA  and 
UVB  radiation.  Cool  relief  mask  is 
an  after  sun  gel  mask  said  to 
rehydrate  skin  and  reduce 
redness,  and  is  non-comedogenic 
(50ml  £13.80). 

Instant  sun  bronzing  powder  is 
an  all-over  pressed  powder  to  give 
a  bronzed  glow.  It  comes  in  a  dark 
blue  mirrored  compact  (£16.40). 
Estee  Lauder  Cosmetics  Ltd.  Tel: 
071-4939271. 
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TRAVEL  SICKNESS 
TABLETS 

Margin  40% 
1 990  Sales  up  25% 
Stock  it 
and  See 


i 
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Four  new  profit  maker 


Slim-Fast  is  now 
brand  leader  with 
70%  share  - 

AND  DOUBLES  THE 
SLIMMING  MARKET  IN 
10  MONTHS. 


A.C.  Nielsen  data  confirms  it.  * 
Slim-Fast  now  accounts  for  70%  of 
the  slimming  market  in  value  and 
outsells  the  number  two  slimming 
brand  by  over  5  to  1!  And  Slim-Fast 
outsells  the  number  three  brand  by 
fifteen  to  one!  Slim-Fast  has  doubled 
the  value  of  the  slimming  market  in 
less  than  a  year. 

*(A.C.  Nielsen  HBa  Pharmacy  Index  ND  1990) 

Massive  TV 
advertising  support 
throughout  the  year 


In  1990  Slim-Fast  out-spent  every 
other  slimming  brand.  In  1991 
Slim-Fast  will  be  piling  on  even  more 
pressure.  Your  customers  will  be 
seeing  the  Slim-Fast  commercials 
continuously  throughout  the  year. 


&  HANDY 


PREE  SHAKER! 


cliffy 


ESSES*"" 


the  Natural  Hea 
T0L0SEWEIG 
With  theSlim-F 


lim>l  «Jid»EI 


Wt  438^  ^  ' 


DONT  BE  CAUGHT  OUT-STO 


Jgg  Thompson  Medical  Company  Limited,  PO  Box  681,  Salisbury  House,  302-308  High  Sti 


rom  the  Brand  Leader 


FREE  SHAKER 

ENCLOSED 


ant  nutritional  rr 


for  weight  loss.    JO  L0SE  WF?«'thy  Way 


lixwrth 

add 
i  milk. 


BggE  X; 


W  7  Mineral 


„  TOUHtWBCtflHST 


Slim-Fast  No.1  in 
pharmacy 


Maximise  your  slimming 
department  profit.  Allocate  70%  of 
shelf  space  to  the  Slim-Fast  range. 

Slim-Fast  should  now  account  for  at 
least  70%  of  your  slimming  product 
orders.  Many  pharmacies  missed 
out  at  the  end  of  1990. 

70%  of  pharmacy  shelf  and  display 
stocks  should  be  for  Slim-Fast,  the 
brand  leader. 

Remember.  Slim-Fast  outsells  the 
No. 2  slimming  brand  by  over  5  to  1. 
Contact  your  wholesaler  now  and 
place  your  order  for  the  complete 
Slim-Fast  range. 


THE  FULL  SLIM-FAST  RANGE! 

gh,  Berkshire  SL1  1LY.  Telephone:  (0753)  693600.  Fax:  (0753)  693508.  Telex:  846230 


COUNTERPOINTS 


Aapri  gets  TV  relaunch 


Rybar  plans 
for  Summer 

Rybar  Laboratories  have  unveiled 
their  Summer  plans  for  Opazimes 
and  RBC  Cream. 

Opazimes  will  be  supported  by 
advertising  in  Woman,  Woman 's 
Own,  Woman's  Weekly  and 
Woman 's  Realm  during  June  and 
July.  RBC  Cream  will  be 
advertised  in  all  Thompson  and 
Horizon  holiday  brochures. 

Training  leaflets  and  a 
competition  will  run  for  counter 
staff  on  both  brands  and  new 
showcards  and  till  stickers  will  be 
available .  Rybar  Laboratories  Ltd. 
Tel:  0494  722741. 

Salonpas 
marathon 
appearance 

Last  week's  London  Marathon 
saw  the  first  appearance  in  the  UK 
of  Salonpas  Ltd  and  their 
medicated  pain  relieving  plaster 
indicated  for  relief  of  muscle  and 
joint  aches  and  pains. 

The  marathon  also  signalled  a 
month  of  free  sampling  of  the 
product  through  pharmacies, 
which  is  made,  by  Hisamitsu 
Pharmaceutical  Co  of  Japan.  The 
London,  area  and  parts  of  the 
country  with  high  Japanese, 
Chinese,  Filipino  and  Malaysian 
communities  will  be  targeted  by 
the  campaign. 

Each  Salonpas  patch  is  said  to 
be  effective  for  up  to  eight  hours 
and  contains  methyl  and  glycol 
salicylates. 

The  company  says  it  has  a 
serious  application  among  sports 
enthusiasts  and  should  be 
displayed  among  other  topical 
analgesics.  Salonpas  (UK)  Ltd. 
Tel:  081-6403636. 


Braun  are  planning  a  television 
advertising  campaign  for  their 
Oral  B  plaque  remover  (D5) 
during  May  and  June  with  further 
coverage  in  the  Autumn.  The  total 
support  package,  costing  £1.2 
million,  aims  to  generate 
awareness  among  consumers  and 
promote  increased  concern  for 
oral  hygiene  in  the  home.  Braun 
oral  care  products  are  also  being 
promoted  to  dentists.  Braun 
(UK)  Ltd.  Tel:  0932  785611. 
Buzpel  insect  repellent  wipes  will  be 
available  on  bonus  offer  during 
May  and  June.  Torbet 
Laboratories  say  12  boxes  often 
sachets  will  be  invoiced  as  11.  All 
orders  should  be  sent  to 
distributors  Fanllon  Ltd.  Tel: 
04023  71136. 


The  Aapri  skincare  range  is 
getting  a  relaunch  in  May 
coinciding  with  a  £1.2  million 
television  advertising  campaign  in 
most  areas. 

The  cleansing  lotion,  skin 
freshener  and  facial  washcream 
now  have  a  lighter  apricot 

Vichy  launch 
Dual  Security 

A  range  of  deodorants  called  Dual 
Security  has  been  launched  by 
Vichy  (Personal  Hygiene,  last 
week). 

It  consists  of  four  deodorants 
containing  a  natural  plant  extract 
phytoneutral,  said  to  capture  and 
neutralise  any  odours  which  may 
form,  in  addition  to  another  active 
ingredient  —  hence  Dual  Security. 

There  is  a  deodorant  stick  for 
sensitive  skin  (40ml  £5.75),  a 
deodorant  pump  spray  (100ml 
£5.25),  an  anti-perspirant 
deodorant  spray  (125ml  £4.75) 
and  a  citrus  fragranced  anti- 
perspirant  roll-on  deodorant  (40ml 
£4.75). 

The  deodorant  stick  for 
sensitive  skin  is  perfume-  and 
alcohol-free.  Like  the  pump  spray 
—  which  has  a  natural,  woody 
fragrance  —  it  contains  a 
bactericide.  The  other  two 
products  contain  an  aluminium  salt 
complex  with  APD  action  and  both 
are  alcohol-free. 

The  range  is  exclusive  to 
pharmacies.  Vichy  (UK)  Ltd.  Tel: 
0235526747. 


Mercury-free 
say  UCAR 

Ralston  Energy  Systems  are 
running  a  £200,000  press 
campaign  for  their  mercury-free 
battery  range,  UCAR. 

The  first  series  of  full  page 


fragrance  while  the  gentle  scrub 
contains  more  finely  milled 
particles  of  apricot  kernel. 

The  new  packaging  retains  the 
orange,  green  and  white  colours 
but  has  a  softer  "more 
sophisticated"  look.  Evlure 
Nobel.  Tel:  0793  513600. 


colour  advertisements  will  appear 
between  the  end  of  April  and  June. 
They  compare  the  advantages  of 
UCAR  alkaline  batteries,  which 
they  say  are  safer  for  the 
environment,  with  the  conscious 
use  of  unleaded  petrol  by 
motorists.  Ralston  Energy 
Systems  UK  Ltd.  Tel:  0923 
774677. 

From  Numark 
for  May 

For  May,  Numark  offer  extra  fill 
on  Soft  &  Gentle,  Mentadent 
toothbrushes  with  25ml 
toothpaste  attached,  Timotei 
shampoo,  conditioner  and  anti- 
dandruff  shampoo,  and  Kyomi 
deo-perspirants. 

Keylines  include  Andrex, 
Bergasol,  Cosifits,  Lil-lets, 
Mentadent  P,  Pennywise, 
Robinsons  drinks,  Simplicity, 
Promise,  Slim  Fast,  Soft  &  Pure 
and  Wilkinson  Skin  Solutions. 

Family  carelines  include 
Abidec,  Metatone,  Anadin  Extra, 
Tramil  500,  Co-codamol, 
Cymalon,  Feminax,  Kwells, 
KLN,  Germaloids.  J.  Collis 
Browne's,  Avomine,  Anthisan, 
Brolene,  Brulidine,  Milk  of 
Magnesia,  Mycil,  Mycota,  PR 
Spray,  Oxy  and  Rennie  Rap-eze. 
Numark  Management  Ltd.  Tel: 
082769269. 


Health  Dynamics  are  introducing  an 
economy  90s  pack  of  Pernamer 
green  lipped  mussel  extract/ 
phenylalanine  product  to  go 
alongside  their  regular  45s.  Health 
Dynamics  Ltd.  Tel:  020424262. 


Bayer  target 
holiday  turns 

Bayer  are  promoting  Alka-Seltzer 
with  a  national  television 
advertising  campaign  starting  the 
first  week  in  July. 

The  aim  is  to  encourage 
customers  to  pack  the  product  in 
their  holiday  luggage,  particularly 
those  who  anticipate  a  little  over- 
indulgence in  foreign  food. 

In  addition,  a  new  pack  design 
will  reach  stores  in  June,  backed 
by  consumer  PR  activity,  say 
Bayer  UK  Ltd.  Tel:  0635  39000. 

FSC's  whole 
bulb  garlic 

FSC's  whole  bulb  garlic 
supplement  incorporates  a  special 
type  of  deodorised  garlic  which 
has  the  potential  to  form  the 
"garlic-smelling"  allicin 
preserved  through  a  "cool  dry" 
process.  The  result,  say  FSC,  is 
100  per  cent  pure  garlic  with  all 
the  potential  of  raw  garlic.  The 
soft  gel  capsules  contain  garlic  in 
an  olive  oil  base. 

It  is  recommended  that  one  or 
two  capsules  (60  £4.59)  are  taken 
daily  with  a  meal,  or  just  before 
bedtime.  Health  &  Diet  Food  Co 
Ltd.  Tel:  0483426666. 

Bourjois  get 
intense 

Bourjois  have  added  four  matt 
finish  lipsticks  to  their  Classique 
range.  Called  Les  Intenses,  they 
contain  a  high  concentration  of 
colour  pigments,  giving  matt 
colour  and  long-lasting  wear. 
They  also  contain  vitamins  A  and 
E  and  a  sunscreen. 

Les  Intenses  (£3.01)  come  in 
four  shades  —  rouge  intense,  rose 
intense,  orange  intense  and  brun 
intense  —  with  co-ordinating  nail 
polish  (£2.81). 

On  offer  this  Summer  are  ten 
favourites  from  the  Brillantissimo 
lipstick  range.  The  shades  will  be 
offered  at  £3.23  instead  of  the 
normal  £3.73.  Bourjois  Ltd.  Tel: 
071-4933836.  

Yesteryears,  a  natural  bodycare 
collection  comprising  aromatic 
bath  foams,  oils  and  salts  has  been 
launched,  complemented  by 
henna  shampoo  and  conditioner 
(250ml,  £2.75)  and  twelve 
aromatherapy  oils.  The  bath  and 
body  oils  are  available  in  60ml 
bottles,  from  £2.38.  Plenty  of 
Scents.  Tel:  0905 57477. 
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Watch  the  Birdie 
make  67%  profit  for  you. 


Install  Polaroid  Studio  Express  in  your  shop  and  it  won't 
just  be  the  photographic  results  that  amaze  you. 

Quick  and  easy  to  install,  it  offers  the  only  quality  alter- 
native to  photo  booth  snaps. 

And  as  you  know,  quality  service  makes  for  happy 
customers  and  happy  customers  like  to  spend  money. 

It  comes  with  a  free  set  up  kit,  marketing  guide  and 
signage.  Not  to  mention  a  photo  guarantee  scheme  offering 


C  D  3 


unhappy  customers,  (there's  always  one  who  blinks  at  the  wrong 
time)  the  chance  to  have  their  shots  taken  again  at  our  expense. 

To  find  out  more  fill  in  the  coupon  below  or  phone  07072 
78286  for  an  information  pack. 

Then  sit  back  and  watch  your  profits  develop. 

Polaroid  Studio  Express 

WHEN  IDENTITY  PICTURES  MATTER 


Studio 
Express 

mm 
mm 


To  find  out  how  Polaroid  Studio  Express  can  boost  your  business,  return  this  coupon  to:  Customer  Service,  Polaroid  UK  Ltd.,  Ashley  Road,  St.  Albans,  Herts.  AL1  5PR. 

Name  Position  Company  

Address  Tel.  


The  trademarks  set  out  below  were  assigned 

on  22nd  February  1 990  by:  SETON 
PRODUCTS  LIMITED,  latterly  known  as 
SETON  HEALTHCARE  GROUP  PLC, 
TUBITON  HOUSE,  MEDLOCK  STREET, 
OLDHAM,  LANCASHIRE,  OL I  3HS. 
to:  MEDIPOST  LIMITED,  UNIT  I ,  ST. 
JOHN'S  ESTATE,  ELDER  ROAD,  LEES, 

OLDHAM,  LANCASHIRE  OL4  3DZ. 
without  the  goodwill  of  the  business  in  the  goods 

for  which  the  marks  were  registered. 
Trademark 

No.  Mark:        Goods  Specification 

1139390      MULUPEL    Textile  fleeces,  having  a  mill  like 
texture  for  medical  use  in  the 
treatment  of  the  skin  and  for 
wounds. 

1245997  PROCARE   Plasters  and  dressings,  all  for  surgical 

and  medical  use;  bandages  (other 
than  elastic  bandages);  materials 
prepared  for  bandaging;  surgical 
stockinette;  foamed  plastic  sheeting 
adapted  for  use  as  linings  for  plaster 
casts,  for  medical  use  for  surgical 
splints  and  for  artificial  limb  sockets; 
sclerosing  preparations  and 
substances;  analgesic  balms, 
embrocations;  liniments; 
pharmaceutical  preparations  in  the 
form  of  lotions  and  of  balms; 
rubefacients  for  medical  purposes. 

1245998  PROCARE   Support  bandages;  elastic  bandages; 

slings  and  tourniquets;  drainage  bags, 
support  garments  and  anti-decubitus 
pads,  all  for  medical  use;  gloves  for 
surgical  uses  and  for  massage; 
dermatological  gloves  for  medical 
use;  bandage  applicators,  bandage 
clips,  bandage  guides,  wrist  braces, 
skin  traction  units,  bottle  holders, 
mask  containers,  and  stands  for  such 
containers,  all  being  medical  or 
surgical  apparatus  or  instruments, 
medical  apparatus  for  use  by 
incontinents  and  parts  and  fittings 
therefore  included  in  Class  1 0. 

Pending  PRESSAGE  Plasters  and  dressings,  all  for  surgical 
Mark  and  medical  use;  bandages;  material 

1411 530  prepared  for  bandaging;  surgical 

stockinette;  all  included  in  Class  5. 

Pending       PRESSAGE   Support  bandages;  elastic  bandages; 
Mark  slings  and  tourniquets;  support 

141  1531  garments  and  pressure  garments;  all 

for  medical  use;  bandage  applicators, 
bandage  clips,  bandage  guides;  all 
included  in  Class  10. 


COUNTERPOINTS 


Mosquito 
Milk  changes 
hands 

Pharmexpo  have  taken  over  the 
UK  distribution  of  the  insect 
repellant  Mosquito  Milk  from 
Parlour  Products.  The  product 
will  now  only  be  available  direct 
from  the  company  and  not  from 
wholesalers. 

A  Summer  promotional 
campaign  is  planned  to  include 
both  trade  and  consumer  Press 
advertising.  For  the  pharmacist, 
in-store  support  will  include  point- 
of-sale  display  units,  shelf  talkers, 
posters  and  product  brochures. 
Pharmexpo  International.  Tel: 
071-724  5123. 

floral 
hairbrush 

GB  Kent  have  launched  an  all- 
purpose  hairbrush  in  a  choice  of 
three  floral  designs  —  red  and 
gold,  green  and  blue,  and  pink  and 
purple.  The  Original  Paddle  Brush 
(rsp  £5.95)  is  paddle  shaped  with 
a  black  rubber  cushion  and  soft 
rubberised  quills  to  prevent  hair 
tugging. 

Suitable  for  all  hair  types  and 
styles,  the  brush  is  particularly 
effective  for  giving  volume  to  long 
hair  and  keeping  hair  straight,  say 
GB  Kent.  Tel:  0442  232623. 

Sport 
support  from 
Mycil 

Crookes'  Mycil  brand  is 
sponsoring  a  variety  of  sporting 
events  to  increase  brand 
awareness  among  consumers. 
The  next  venture  will  be  as  title 
sponsor  of  the  women's  FA  cup 
final  between  Doncaster  and 
Milwall  on  April  27  at  Tranmere 
Rovers  ground,  and  the  event  will 
be  shown  on  April  28  on  Channel 
4. 

Continuing  the  theme,  Mycil 
will  be  taking  a  foot  health  clinic  to 
five  major  UK  road  races  and  will 
also  be  linking  up  with  the  Squash 
Association,  while  maintaining  ties 
with  swimming,  badminton  and 
women's  football.  They  recently 
sponsored  the  British  leg  of  the 
swimming  world  cup,  the  English 
national  badminton  champ- 
ionships, and  the  women's  football 
international.  Crookes  Healthcare 
Ltd.  Tel:  0602  507431. 


Anne  French 
on  the  page 

The  Anne  French  cleansing 
range,  repackaged  last  year,  will 
be  promoted  this  year  by  a  series 
of  full  page  colour  advertisements 
in  magazines  like  Cosmopolitan, 
Mizz,  My  Guy,  More,  Big,  Chat 
and  Jackie. 

The  advertising,  which  follows 
the  successful  "floating  faces" 
approach  of  recent  years,  will  be 
backed  by  editorial  sampling 
schemes  in  a  number  of 
magazines. 

Anne  French  remains  the 
leading  liquid  cleanser  with  70  per 
cent  consumer  awareness  and  80 
per  cent  brand  loyalty,  say 
Whitehall  Laboratories.  Tel: 
071-6368080. 


BRIEFS 


Griptight  have  introduced  nappy 
bags  to  their  range.  They  come  in 
a  tissue-style  dispenser  box  of  50. 
The  bags  have  tie-close  handles, 
are  odour  neutralising,  lemon  in 
colour  and  retail  at  £0.99  per  box. 
Lewis  Woolf  Griptight  Ltd.  Tel: 
021-4141122. 

John  Richardson  Computers  have 
appointed  Sangers  (Northern 
Ireland)  Ltd  to  distribute  their 
range  of  computerised  pharmacy 
systems  in  the  Province.  In 
addition,  the  date  of  the 
company's  latest  drug-file  update 
will  now  appear  in  its  classified 
advertisements.  This  will  help 
pharmacists  identify  any  disks  not 
received  enabling  replacements  to 
be  sent  with  minimum  delay,  say 
JRC.  Tel:  0772  323763. 
Badedas  shower  gel  is  currently 
available  in  a  50ml  trial  size  (rsp 
£0.49) ,  available  in  all  four  variants 
while  stocks  last.  During  the 
promotional  period,  consumers 
will  also  be  able  to  purchase  full- 
size  packs  containing  230ml  for 
the  price  of  200ml,  and  pack  fronts 
will  be  flashed  "15  per  cent  extra 
free".  Smithkline Beecham.  Tel: 
081-5605151. 
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•  No.  1  recommended  brand. 

•  New,  improved  tablet  formulation. 

•  New  handy,  portable  sizes  of  tablets 
and  liquid. 

•  Gavison  is  specifically  effective 
against  heartburn. 

Ready 
for  action. 

•  Direct  promotional  campaign  to 
consumers  from  January  1991. 

•  Customers  will  be  asking  you  for 
Gaviscon  by  name. 

•  Have  the  new  packs  in  stock  and  on 
display. 

•  Ask  your  representative  about  new 
consumer  information  and  display 
items. 


GAVISCON 

For  customers  who  demand 
heartburn  relief. 


irmaey  Prescribing  Information 

ive  Ingredients:  Liquid:  Sodium  Alginate  BPC  500mg,  Sodium  Bicarbonate  Ph.Eur.  267mg,  Calcium 
bonate  Ph.Eur.  160mg  per  10ml  dose.  Gaviscon  250  Tablet:  Alginic  Acid  BPC  250mg,  Sodium 
irbonate  Ph.Eur.  85mg,  Aluminium  Hydroxide  Gel  BPC  50mg,  Magnesium  Trisilicate  Ph.Eur. 
>mg  per  tablet.  Indications:  Gaviscon  Liquid:  Heartburn,  including  heartburn  of  pregnancy, 
)epsia  associated  with  gastric  reflux,  hiatus  hernia  and  reflux  oesophagitis.  Gaviscon 250:  Heartburn 
acid  indigestion.  Contra-indications:  None  known.  Dosage  Instructions:  Adults  and 'children  over  12: 


10-20ml,  children  6-12: 5-10ml  liquid  after  meals  and  at  bedtime.  Gaviscon  250  Tablets:  Adults  and  children 
over  12:  2  tablets  to  be  chewed  thoroughly  as  required.  Children  under  12:  not  recommended. 
Note:  10ml  liquid  contains  6.2mmol  sodium.  One  Gaviscon  250  tablet  contains  1.02mmol  sodium. 
Both  liquid  and  tablet  forms  of  Gaviscon  are  sugar-free.  Product  Licence  Nos:  44/0058  Liquid 
Gaviscon.  44/0103  Gaviscon  250.  Further  information  is  available  on  request  from:  Reckitt  &  Colman 
Products,  Dansom  Lane,  Hull  HU8  7DS.  ®Gaviscon  is  a  registered  trade  mark. 


COUNTERPOINTS 


New  Kodak  autofocus 
heads  Summer  plans 


Kodak  have  launched  an  auto- 
focus camera  for  under  £50  and 
have  announced  their 
photographic  film  advertising 
campaign  for  the  Summer. 

The  company  has  also 
announced  a  Summer  promotion 
for  its  Gold  film  and  Xtralife 
batteries. 

The  Hong  Kong-manufactured 
835AF  compact  camera  features 
the  familiar  features  of  autoload, 
auto  wind  and  re-wind  and  auto 
exposure.  There  is  also  a 
Sensalite  flash  which  operates 
automatically  at  low  light  levels, 
while  film  speed  adjustment  is  also 
automatic. 

While  Kodak  believe  they  are 
perceived  as  a  quality  brand  for 
cameras,  entry  level  cameras  for 
new  users  are  their  "traditional 
heartland".  On  this  basis  the 
835AF  is  designed  as  an  auto- 
focus camera  "at  a  fixed  focus 
price"  —  just  under  £50.  It  will  be 
available  from  June. 

Kodak's  great  strength 
remains  film  and  this  year  the 
company  says  it  is  spending  at  an 
unprecedented  level  on  television 


and  press  advertisements:  "In 
excess  of  £5  million  would  be  a  fair 
figure  to  use,"  Kodak's  group 
product  manager  Hugh  Harvey 
told  C&D. 

Five  new  television 
advertisements  are  planned  plus 
six  new  Press  advertisements. 

The  two  Kodak  Gold 
television  advertisements  will  be 
used  for  a  ten  week  national 
campaign  starting  early  June, 
while  three  further 
advertisements  will  be  used  to 
promote  Kodak's  single  use 
cameras,  the  Fun,  the  Stretch  and 


llllllllllllllllllllllllllllllllllll 

SWAINS 

THE  PHOTO  CHEMIST 
WHOLESALER 


OVER  10,000  PHOTO  PRODUCTS  AVAILABLE 
|FULL  COMPREHENSIVE  PRICE  LIST  AVAILABLEl 
NATIONAL  SALES  FORCE 
NEXT  DAY  DELIVERY  TO  UK  MAINLAND 
OFFICE  OPEN  FROM  7.30  a.m. 
TELE  SALES  TEAM  ON  0485  533393 
FAX:  0485  533244 


SWAINS  FOR  ALL  YOUR 
PHOTOGRAPHIC  PRODUCTS 


Eastland  House.  Westgate.  Hunstanton.  Norfolk.  Tel:  0485  533393  Fax  0485  533244 


the  Weekend  in  a  major  regional 
campaign  covering  London,  TVS, 
Central  and  Granada  areas.  The 
Press  advertisements  will 
concentrate  on  Ektar  film. 

The  company  has  also  struck  a 
deal  with  Boots  to  become  their 
exclusive  supplier  of  single-use 
cameras. 

In  addition  Kodak  are  running 
a  promotion  on  Gold  film  and  their 
Xtralife  batteries.  The  company  is 
offering  three  Dunlop  tennis, 
squash  or  golf  balls  worth  up  to 
£6.25  for  buying  either  two  packs 
of  Gold  film  or  three  packs  of  the 
batteries.  The  only  cost  to  the 
consumer  is  postage  and 
packaging  of  around  £1 .49. 

If  pharmacies  choose  to  stock 
special  promotional  double  packs 
of  film  these  can  be  redeemed  for 
balls  at  Olympus  sports  shops, 
avoiding  the  p&p  costs.  The 
promotion  runs  from  May  1  to 
October  1.  Kodak  Ltd.  Tel:  0442 
61122. 


Konica  to  run 
Kevin  camera 
commercial 

Konica  are  running  a  £1.2  million 
advertising  campaign  for  their  Big 
Mini  camera.  Meanwhile  the 
company's  new  range  of  colour 
print  film,  the  Super SR  series,  is 
now  available. 

Central  to  the  Big  Mini 
commercial  will  be  the  diminutive 
Kevin  who  finds  success  with  girls 
using  his  Big  Mini.  The  company 
are  planning  some  700  television 
spots  for  the  campaign,  which 


begins  mid  May. 

The  strategy  is  to  brand  the 
Big  Mini  so  that  people  ask  for  it 
by  name,  says  Kevin  Day,  Konica 
UK's  general  sales  manager. 

Konica's  Super  SR  range  of 
colour  print  film  is  available  in  ISO 
100,200,300  and  400  speeds.  The 
films  use  Konica's  latest  research 
into  silver  halide,  clean  multi- 
structure  crystal  technology.  This 
is  said  to  allow  gains  in  film  speed 
without  corresponding  increases 
in  grain  size.  The  system  also 
allows  for  a  large  increase  in 
exposure  lattitude.  Konica  UK. 
Tel:  081-751  6121. 


Panacur  now 
from  Cox 

Pet  wormer  Panacur  is  now  being 
sold  direct  to  UK  pharmacies  by 
A.H.  Cox  sales  representatives. 

The  move  is  also  being  backed 
by  an  extension  of  a  special 
pharmacy  discount  offering  a  5  per 
cent  saving  on  outers.  Reduced 
trade  prices  are  £22 .51  for  12  dog 
packs  of  five  by  3g  sachets  (retail 
£3.48)  and  £12.99  for  12 
cat/puppy  packs  of  5  by  lg  sachets 
(£1.99). 

Rob  Morris,  of  Hoechst 
Animal  Health,  says  the  support  of 
a  national  field  force  is  indicative  of 
the  increasing  importance  of  pet 
products  within  pharmacy.  "This 
trend  has  been  reinforced  by 
recent  public  concern  over 
Toxocara,  which  has  made  dog 
worming  in  particular  an  important 
human  health  matter.  As  such,  the 
pharmacy  is  now  seen  as  a  natural 
outlet  for  associated  products." 
A.H.  Cox.  Tel:  0271  75001. 


\                   ON  TV  NEXT  WEEK  1 

GTV  Grampian 
B  Border 
BSB  British  Sky 
Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 

C4  Channel  4                   TV-am  Breakfast  Television 

U  Ulster                         STV  Scotland  (central) 

G  Granada                      Y  Yorkshire 

A  Anglia                         HTV  Wales  &  West 

TSW  South  West              TVS  South 

TTV  Thames  Television      TT  Tyne  Tees 

Anadin  Extra: 

All  areas  except  Y,CTV,  &  TTV 

Denivit: 

C4  &  TV-am 

Impulse  Bodyspray: 

All  areas  except  TVS  &  TV-am 

Libra  Bodyform: 

All  areas  except  CTV,LWT,TTV,C4 

Lynx  Body  Spray: 

All  areas  except  TVS  &  TV-am 

Macleans  Mouthguard: 

All  areas  except  U,CTV,C4  &  TV-am 

Mum  deodorant: 

All  areas 

Nurofen/Nurofen  Soluble: 

All  areas 

Slim-Fast: 

C,Y,A,TT,C4,TV-am 

Synergie: 

All  areas 

Sure  for  women: 

All  areas  except  TVS  &  TV-am 

Turns: 

All  areas 

Wella  Colour  Confidence: 


All  areas 


Wrigley's  Extra/Orbit  sugar-free  chewing  gum 


698 


CHEMIST  &  DRUGGIST  27  APRIL  1991 


RISING  THIS  1**4 


COUNTERPOINTS 


Dettol  gets  fresh  with 
a  new  variant 


Support  for 
Sanatogen 

The  range  of  Sanatogen  Health 
supplements  is  being  supported 
with  a  consumer  mailing.  Leaflets 
entitled  "Help  yourself  to  good 
health"  explain  the  benefits  of 
each  product  and  will  be 
accompanied  by  an  incentive  to 
purchase. 

The  leaflets  also  contain 
details  on  Sanatogen's  Single 
Vitamin  range.  These  are  being 
supported  by  an  advertising 
campaign,  running  during  April 
and  May  in  women's  magazines 
and  national  Sunday  colour 
supplements,  including  TV  Times, 
Good  Housekeeping,  Woman 's 
Own  and  Prima. 

Each  advertisement 
incorporates  a  starter  token 
towards  an  on-going  promotion. 
This  features  an  on-pack  offer  of 
the  "Wholefood  cookbook"  with 
two  tokens  from  any  promotional 
pack  of  the  Sanatogen  single 
vitamins  range,  or  one  pack  token 
and  the  starter  token.  The  closing 
date  is  October  31. 

Sanatogen  Childplan  is  also 
being  supported  with  colour 
advertisements  in  women's 
magazines.  Fisonsplc  Consumer 
Health.  Tel:  0509  611001. 


Nearly  60  years  after  the 
introduction  of  Dettol,  a  new 
variant  is  being  added  in  the  shape 
of  Dettol  Fresh.  The  new  product 
combines  all  the  benefits  of  the 
original,  with  a  "modern"  pine- 
based  smell. 

It  is  a  clear,  colourless  liquid 
presented  in  light  green-tinted 
PVC  bottles  with  graphics  that 
reflect  the  Dettol  livery.  The  new 
variant  is  available  in  250ml 
(£0.99)  and  500ml  (£1.49)  sizes,  in 
outers  of  12  and  six  respectively. 

Reckitt  &  Colman  expect 
Dettol  Fresh  to  grow  the  premium 
end  of  the  £40  million  antiseptic 
disinfectants  market,  in  which 
Dettol  is  the  brand  leader,  by 
encouraging  higher  usage  and 
attracting  previous  non-users. 

The  launch  will  be  backed  by  a 
£2m  television  advertising 
campaign  starting  in  June.  There 
will  be  poster  advertising  in 


White  Linen  gel  splash  (£38)  is  the 

latest  addition  line  from  Estee 
Lauder.  It  will  be  available  from 
May  4.  Estee  Lauder  Cosmetics 
Ltd.  Tel:  071-493  9271. 


London  and  the  South-East,  as 
well  as  on-pack  offers.  Reckitt 
Products  Household  Division.  Tel: 
0482223141. 


Cardiomax 
campaign 

Hotels'  Cardiomax  will  be 
promoted  with  an  advertising 
campaign  scheduled  to  run  from 
the  end  of  May  until  August. 

Advertisements  will  be  placed 
in  the  national  Press,  including 
Sunday  titles  and  women's  and 
general  interest  magazines.  They 
feature  the  mime  artist  who  has 
appeared  in  all  this  year's 
campaigns,  including  the 
television  advertising  in  the 
Yorkshire  and  Anglia  regions. 

This  campaign,  part  of  the  £1 
million  support  package  for 
Hotels,  will  be  backed  by  new 
point  of  sale  material  available 
from  the  Seven  Seas  sales  force. 
Seven  Seas  Health  Care  Ltd.  Tel: 
0482  75234. 


Pure  &  Simple  are  staging '  'The  Face 
of  1991"  model  competition  in 
conjunction  with  Looks  magazine 
and  Boots.  Entrants  can  fill  in  the 
application  form  in  the  June  edition 
of  the  magazine.  Pure  &  Simple 
demonstrators  will  be  in  eight 
selected  Boots  stores  prior  to 
each  heat  to  give  money-off 
coupons  and  product  information. 
Smithkline  Beecham  Personal 
Care.  Tel:  081-5605151. 


DERBAC-M  IS  LETHAL  TO  LICE 
BUT  GENTLE  ON  SKIN 


Derbac-M  is  the  only  aqueous  malathion  liquid.        •  Its  efficacy  has  been  proven  in  the  community 

over  many  years. 

Suitable  for  your  patients  with  asthma, 

sensitive  or  broken  skin.  •  Its  pleasant  fragrance  ensures  ready  acceptance. 


Look  who's  coming  up 

on  TV 


COUNTERPOINTS 


Look  sharp! 

Max  Factor  are  offering  a  free 
pencil  sharpener  with  every 
Colorfast  powder  eyeshadow 
pencil  this  Summer. 

The  dual  sized  sharpener  can 
be  used  for  the  powder  pencil  and 
smaller  kohl  and  lip  liner  pencils 
too. 

The  powder  pencils  cost  £5.06 
and  the  offer  starts  mid-July  and 
runs  until  mid- August,  or  while 
stocks  last.  From  mid- August  the 
new  pencil  sharpener  will  be  on 
sale  for  £1.79.  Max  Factor.  Tel: 
0202524141. 

Tone  up  with 
Arden 

Elizabeth  Arden  have  introduced 
two  products  aimed  at  cellulite. 

Anti-cellulite  Toning 
Treatment  (£19.50)  is  a  clear  gel 
said  to  work  through  a 
combination  of  massage  and  active 
ingredients.  These  include  plant 
extracts  and  hydrolysed  protein. 
Elizabeth  Arden  recommend  daily 
use  after  a  bath  or  shower  or 
following  exercise. 

The  new  Body  Firming 
Treatment  (£17.00)  is  a 
lightweight  cream,  said  to  provide 
intensive  moisturising.  It  should 
be  used  in  conjunction  with  the 
anti-cellulite  treatment,  say 
Elizabeth  Arden  Ltd.  Tel:  071-224 
1213. 

Glow  with 
Quant! 

Mary  Quant  have  reintroduced 
their  More  Than  Moisture  for 
Summer  and  added  a  Bronzing 
Powder. 

More  Than  Moisture  is  tinted 
and  non-greasy.  It  also  contains 
sunscreens.  Available  in  one 


shade,  gold  coast,  it  retails  at 
£2.40. 

New  Bronzing  Powder  (£2.40) 
is  a  pressed  powder  said  to  give  a 
sunkissed  glow  to  skin.  It  also 
contains  a  sunscreen.  Max  Factor 
Ltd.  Tel:  0202  524141. 

Tan  without 
the  sun! 

Sensiq  have  introduced  Gentle 
Sun-Free  tanning  lotion,  which 
promotes  a  healthy  glow  without 
exposure  to  the  sun. 

The  lotion  (40ml,  £4.99)  is  said 
to  give  a  tanned  complexion  within 
three  to  four  hours  of  application. 

It  contains  a  moisturiser  and  a 
sunscreen  and  is  suitable  for  all 
skin  types  as  it  is  fragrance  and 
lanolin-free. 

Sensiq  recommend  a  light, 
even  application  on  face  and  neck, 
which  needs  to  be  reapplied  every 


Rhone-Poulenc  Rorer  are  launching  an 
OPD  presentation  of  Neulactil 
2.5mg  tablets  (84  £1.87  trade), 
which  replaces  the  500-tablet  pack 
from  May  1 .  Rhone-Poulenc  Rorer 
Ltd.  Tel:  081-5932140. 
Gist-Brocades  say  that  following 
recent  variations  to  the  product 
licence  for  Condyline  solution,  it  is 
now  approved  for  use  on  any  part 
of  the  penis,  and  also  for  the 
treatment  of  condylomata 
acuminata  affecting  the  female 
external  genitalia.  Gist-Brocades 
Pharmaceuticals.  Tel:  0932 
345535. 

Bioglan  are  launching  Citramag,  a 
bowel  evacuant  in  sachets 
containing  magnesium  citrate 
powder  (10  £9.70  trade),  for 
preparation  of  the  patient  for  all 
radiological  examinations 
requiring  a  completely  evacuated 
bowel.  It  is  a  Pharmacy  medicine. 
Bioglan  Laboratories  Ltd.  Tel: 
0462438444. 


two  to  three  days.  The  tan  will 
fade  gradually,  when  usage  is 
discontinued. 

Sensiq  have  also  added  two 
new  eye  make-up  products.  Pure 
Performance  mascara  with 
protein  (£3.99)  is  enriched  with 
silk  protein.  It  comes  in  ebony, 
barely  black  and  mocha. 

Waterproof  silk  styler  (£2.99) 
is  a  crayon-type  shadow.  It  comes 
in  golden,  taupe,  navy,  grey, 
mauve  and  fern. 

Sensiq  have  also  updated  the 
packaging  on  their  conditioning 
lash  build  mascara  and  gentle 
water  resistant  mascara.  Sensiq 
Cosmetics.  Tel:  071-409  1413. 

Health  Dynamics,  UK  agent  for 

Melbrosin  International,  have 
revamped  Melbrosia  pld.  The 
food  supplement  for  menopausal 
women  is  now  available  in  blister 
packs.  The  royal  jelly  content  has 
been  increased  by  10  per  cent  and 
acerola  extract  has  been  replaced 
with  ascorbic  acid  as  the  source  of 
vitamin  C .  Health  Dynamics  Ltd. 
Tel:  0204  24262. 


PRESCRIPTION  BRIEFS 


Evans  have  added  cimetidine 
tablets  200mg  to  their  range  (120 
£17.67).  It  had  previously  been 
supplied  in  Kerfoot  livery. 
Delivery  of  a  400mg  strength  in 
Evans  livery  is  expected  soon. 
Evans  have  also  re-introduced 
lactulose  solution  (11  £7.73 
trade) .  Evans  Medical  Ltd.  Tel: 
0582608308. 

Sandoz  have  introduced  multidose 
vials  of  Sandostatin,  each 
providing  lmg  octreotide  (as 
acetate)  in  5ml  (£55.78  trade). 
Sandoz  Pharmaceuticals.  Tel: 
0276692255. 

Invicta  Pharmaceuticals  are  now 

promoting  Lustral  (C&D, 
December  8,  pl012)  to  GPs. 
Invicta  Pharmaceuticals.  Tel: 
0304  616161. 

Acepril  and  Acezide  tablets:  a  change  in 
the  packaging  is  being  phased  in 
using  Squibb  rather  than  Duncan- 
Flockhart  labelling.  Existing  DF 
stocks  should  still  be  used,  not 


Obbekjaers '  range  of  oil  of 
peppermint  products  —  tablets, 
capsules,  fibre  tablets,  powder  and 
Japanese  oil  —  has  been 
repackaged.  While  retaining  the 
brand's  identity,  brighter  purple 
has  been  used  on  the  labels  which 
now  feature  more  product 
information  and  instructions .  The 
company  hope  to  introduce  further 
products  later  this  year. 
Distributors  Bennett  Natural 
Products.  Tel:  0254  831520. 


returned  to  E.R.  Squibb  &  Sons. 
Tel:  081-572  7422. 
Pfizer  are  promoting  Istin  to  GPs 
for  the  treatment  of  angina. 
Controlled  clinical  studies  have 
confirmed  the  anti-anginal  and 
anti-ischaemic  activity  of  Istin;  a 
single  daily  dose  of  5  or  lOmg 
controls  symptoms  for  24  hours, 
substantially  reducing  the  angina 
attack  rate,  even  during  the 
morning  hours,  say  Pfizer  Ltd. 
Tel:  0304  616161. 
RoC's  sunscreen  stick,  maximum 
protection  10-15,  now  joins  their 
total  sunblock  cream  as  a 
prescribable  (ACBS)  protective 
sunscreen  for  patients  with 
photodermatoses  including  those 
resulting  from  radiotherapy.  RoC 
sunscreen  stick  (3g  £1.89  trade)  is 
perfume-free,  hypoallergenic, 
non-comedogenic  and  free  from 
PABA  and  preservatives. 
Laboratoires  RoC  (UK)  Ltd.  Tel: 
071-8239223. 


Products  that  work  -  for  you  and  your  customers 


LAXATIVE  TABLETS 

A  gentle  yet  highly  effective  laxative 
with  strong  customer  loyalty. 

Packs  of  50. 


A  non-keralolytic  bacterial  lotion  tor  spots, 
pimples  and  Acne  Promotes  rapid  healing 
by  destroying  pimple-producing  bacteria 
New  50ml  pack  (or  over-the-counter  sales 


CarfeeUon  ,■ 


CHARCOAL  COMPOUND 
TABLETS 


For  the  treatment  of  indigestion  flatulence 
dyspepsia,  hyperacidity 
Packs  ol  50  and  250  tablets 


These  products  are  available  from  your  local 
wholesaler  and  promoted  direct  to  your  customers 


Torbet 


LABORATORIES 
LTD 


MAIDSTONE,  KENT  ME14  1PF   Tel:  0622  762269 

A  British  owned  company  'Trade  Mart 


|  Extremely  effective  expectorant 
I  mixture  which  also  soothes 
\  irritating  coughs.  100ml  pack 


NATURAL  FORMULA 


INSECT  REPELLENT  WIPES 
Individually  sealed  moist  wipes  containing 
synergised  natural  pyrethrum  Protects  against 
midges,  mites,  mosquitoes  etc  ,forupto6hours 
Attractively  packed  m  10's  tor  impulse  purchase 
and  recommendation 
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Milupa.  Now  we're  set  to  gc 

even  higher. 


Milupa,  the  number  one  dry  babyfood  brand 
is  on  television  for  the  first  time  in  May. 

The  £2  million  television  campaign  is 
supported  by  a  £1  million  expenditure  in 
women's  magazines  and  specialist  press. 

The  commercial  entitled  'Balance'  pro- 
motes the  nutritional  value  and  natural  taste  of 
Milupa  Infant  Foods. 

It  demonstrates  in  a  compelling  and 
entertaining  way  how  Milupa  provides  mums 
with  naturally  balanced  meals  for  their  babies. 

In  fact,  it's  sure  to  appeal  to  mums 
everywhere,  so  ordering  extra  stocks  now 
would  be  a  great  idea. 

On  balance,  we  think  you'll  agree. 


nnni 

milupa 

Infant  Dessert 

milupa  ImBH 

7Corcat  8re3T<ia^i 

^^^^ 

milupa 

Infant  Dinner 

milupa 

Infant  Dinner 

^  ji       milupa    ^jjk  j 

milupa 

INFANT  FOODS  • 


® 


INFANT  FOODS 1 
Carefully  balanced  meals  for  your  baby. 


See  your  representative  or  ring  our  Sales  Department 
on  081-573  9966.  Milupa  Ltd,  Milupa  House,  Uxbridge 
Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  ONE. 


Scripts  for  Controlled  Drugs  are  always  causing 
problems:  PSNC  highlights  a  few  of  them 


Q 


1ESTI0NS  ANSWERS 


A 


1.  The  prescription  is  incomplete. 
What  information  has  been 
omitted? 

2.  Would  the  pharmacist  receive  a 
Controlled  Drug  fee  for  both  items 
ordered  on  the  prescription? 

3.  The  pharmacist  is  called  out  to 
dispense  the  prescription  on  a 
Sunday  when  the  premises  are 
closed.  What  endorsements  are 
required  to  ensure  that  the 
correct  urgent  fee  is  paid? 


1.  The  total  quantity  for  the  MST 
Continus  lOmg  tablets  has  not 
been  written  in  words  and  figures 
on  the  prescription. 

2.  No  —  a  Controlled  Drug  fee  will 
only  be  paid  for  the  MST  Continus 
lOmg  tablets  because  they  are  a 
Schedule  2  Controlled  Drug. 
Nitrazepam  tablets  are  included  in 
Schedule  4  and  therefore  do  not 
attract  the  additional  fee. 

3.  The  pharmacist  would  have  to 
endorse  the  prescription  with 
"dispensed  urgently",  "non 
resident"  if  applicable  and  also 
have  the  signature  of  the  patient 
or  representative  (Drug  Tariff 
Part  IIIA  2G(iii)). 


Don't  get  stung 
without  Wasp-Eze 

&Last  year  demand  for  Wasp-Eze  was  higher  than  ever  before  and  this  season  those 
same  customers  will  be  back  for  more.  Make  sure  you  have  enough. 

Wasp-Eze  is  the  fastest  growing  antihistamine  sting  treatment  in  the  market. 

Off-take  will  be  boosted  this  year  by  the  largest  ever  national  press  campaign 
supporting  the  brand. 


mm 

FIRST  AID  FOR  ALL  STINGS 
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Introducing  a  brand  new  product 
*vith  top  brand  values.  New  Dettol  Fresh. 

Your  customers  will  find  it  cares  and 
Drotects  every  bit  as  safely  as  original 
Dettol  but  it  has  a  lighter,  fresher  smell. 

It's  a  choice  they'll  welcome. 

After  they've  sniffed  it  out,  you'll  be 
fresh  out  of  it  in  no  time. 


SNIFF  OUT  NEW  DETTOL  FRESH. 


The  power  of  Ibuprofen  -  one  of  today's  most  effective 
Dainkillers  -  is  now  available  for  the  first  time  without  prescription 
n  a  rapidly  absorbed,  penetrating  gel. 

Heavyweight  National  Press  campaign  starts  May. 


IBULEVE 

IBUPROFEN  GEL 

FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS 

Apply  directly  to  the  point  of  pain 


FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 

DISTRIBUTED  BY  DDD/DENDRON  LTD.  WATFORD,  HERTS.  WD  1  7JJ 


Fill  all  your  prescriptions 
with  just  one  bottle. 


It  makes  perfect  sense  to  let  one  bottle  of  Asilone  Suspension  do  the  lot. 
That's  why  we're  discontinuing  our  300ml  Suspension.  Which  leaves  the 
500ml  size  for  all  your  prescription  needs.  Meanwhile,  our  OTC  consumer  range 
for  display  remains  as  comprehensive  as  ever:  the  300ml  and  100ml  Liquid 
and  30's  Tablets.  This  should  simplify  things.  And  makes  life  easier  for  you. 


Asilone 


YOUR   SOLUTION  TO  IN 


DIGESTI0 


POSTBAG 


More  hours, 
more  service 

Further  to  your  report  on  the 
Institute  of  Pharmacy 
Management  conference  in  the 
C&D  (20  April  p671.)  could  I 
;orrect  one  point.  The  population 
number  that  I  suggested  where  a 
late  night  pharmaceutical  service 
was  necessary  was  150,000  and 
not  15,000  as  reported. 

Our  experience  is  that,  in 
towns  and  cities  of  this  size,  a 
:onsortium  of  local  pharmacists 
;an  successfully  provide  this 
service,  although  it  is  not 
particularly  profitable  because  our 
payment  terms  make  no 
allowance  for  the  extra  costs 
nvolved.  I  should  like  to  be  able  to 
provide  a  24-hour  full 
aharmaceutical  service  (as 
Dpposed  to  the  present  24-hour 
;mergency  dispensing  service).  I 
feel  that  this  would  be  used  and 
appreciated  by  patients, 
:ustomers  and  doctors.  There  is 
no  way  that  we  can  do  this 
aecause  funding  is  not  available , 
although  I  feel  certain  that  a 
properly  funded  24-hour  service 
would  provide  the  NHS  with  a  net 
saving  as  patients  would  be  able  to 
obtain  advice  and  medication  (for 
self-treatment)  without  having  to 
:all  out  a  doctor. 

If  we  claim  to  supply  an 
sssential  service,  then  this 
service  must  be  available  24  hours 
per  day  for  our  claim  to  be  taken 
seriously.  I  understand  that  a 
system  of  consortium-owned, 
"urgent"  pharmacies  operate 
between  6-10pm  in  New  Zealand, 
with  a  pharmacist  sleeping  on  the 
premises  to  provide  24-hour 
cover.  Perhaps  someone  with 
experience  of  this  system  could 
supply  information  on  funding, 
staffing  and  security. 


Martin  Bennett 

Associated  Chemists  (Wicker) 
Ltd. 


Rules  of 
conduct 

Many  of  those  who  pass  through 
my  place  of  work  comment  that 
my  "ten  commandments"  strike 
a  chord.  Perhaps  your  readers 
would  recognise  the  problems 
which  inspired  me  to  write  them 
for  my  staff.  I  have  them  up  as  a 
poster  in  the  dispensary. 

1.  Thou  shalt  not  sell  "the  last 
one"  and  leave  the  ordering  to 
someone  else. 

2.  Thou  shalt  not  think  there's 
more  in  the  stock-room,  thou 
shalt  go  and  find  out. 


Stuart  MacMillan,  chairman  Croydon  Branch,  welcomes  deputy  mayor 
of  Croydon  Janet  Marshall  (centre)  and  Royal  Pharmaceutical  Society 
president  Linda  Stone  to  the  opening  of  their sesquicentennial  exhibition 
on  the  development  of  pharmacy,  at  the  Fairfields  Hall.  The  exhibition, 
organised  by  a  team  led  by  Charles  Smallwood,  opened  last  Monday  for 
a  week.  The  group  is  pictured  in  front  of  the  exhibition  centrepiece,  twin 
carbuoys  and  specie  jar  from  Mr  W.  Patterson 's  Norbury  pharmacy 


3.  Thou  shalt  not  bring  the  last 
from  the  stockroom  without  doing 
something  about  it. 

4.  Thou  shalt  not  order  12  when 
we  need  three ,  or  three  when  we 
need  12. 

5.  Thou  shalt  not  get  away  with 
kidding  that  the  wholesaler  was 
out  of  stock  when  you  forgot  to 
order. 

6.  Thou  shalt  not  put  anything  in 
the  front  shop ,  be  it  on  a  shelf  or  in 
a  drawer,  unless  it  bears  a  price. 

7.  Thou  shalt  not  put  away  or 
dispose  of  any  container  from 
which  you  have  dispensed  until 
the  script  is  checked. 

8.  Thou  shalt  not  make  the  rest  of 
the  staff  look  stupid  by  failing  to 
note  a  customer's  order  then 
disappearing  on  tea-break,  lunch, 
day  off,  or  holiday. 

9.  Thou  shalt  not  believe  the 
customer  is  always  right. 

10.  Thou  shalt  not  bother  to  tell  the 
customer  how  wrong  he/she  is. 


Fiona  M  Meikle 

Falkirk 


A  new  era? 

We  at  Nelsons  have  become 
increasingly  concerned  at  the 
advertising  stance  that  New  Era 
have  been  taking  and  your  front 
cover  advertisement  (April  13) 
has  moved  me  to  put  pen  to  paper. 
We  are  concerned  that  New  Era's 
stance  is  confusing  the  retailer  and 
thereby  the  customer. 

New  Era's  products  are 
biochemic  tissue  salts  developed 
by  a  Dr  W.H.  Schuessler.  They 
work  on  a  principle ..."  that  when 
you  are  suffering  from  everyday 
ailments,  your  body  is  suffering 
from  an  imbalance  of  mineral 
tissue  salts.  By  taking  the  correct 
formulation  of  mineral  salts,  you 
are  helping  the  body's  cells  to 
regain  the  right  balance. . .  Mineral 
tissue  salts  and  homoeopathic 
medicines,  although  prepared  in 
the  same  way,  work  differently" 
(From  "A  New  Era  for  Natural 
Medicine"  published  by  New  Era 
Information  Bureau).  They  are 


very  good  products  but,  by  their 
own  admission,  they  are  not 
homoeopathic. 

Homoeopathy,  developed  by 
Dr  Samuel  Hahnemann  in  the 
early  19th  century,  works  on  the 
principle  of '  'like  treating  like" :  a 
substance  in  a  large  dose  may 
produce  the  symptoms  of  disease, 
but  will  in  a  small  dose  cure  that 
disease. 

It  was  this  form  of  medicine, 
not  biochemic  tissue  salts,  which 
was  the  subject  of  an  extremely 
favourable  QED  programme  in 
January  which,  in  turn,  resulted  in 
the  very  encouraging  comments 
by  X-Rayser  in  C&D  January  19. 

Here  at  Nelsons  we  are  all  in 
favour  of  companies  benefiting 
from  positive  PR,  but  New  Era 
are  confusing  the  retailer  and 
consequently  the  consumer  that 
their  product  is  homoeopathic  as 
outlined  in  the  QED  programme. 
Quite  simply  it  is  not  and  the 
sooner  this  is  recognised  the 
better  it  will  be  for  all. 


R.N.  Wilson 

Sales  &  marketing  director 
A  Nelson  &  Co  Ltd 


...yGS?  3S 
Europe  calls 

The  definition  of  a  homoeopathic 
medicine  has  been  drafted  by  the 
E.C.  Commission. 

All  New  Era  products  will  be 
labelled  "a  homoeopathic 
medicinal  product"  in  accordance 
with  this  legislation,  which  of 
course  is  exactly  what  they  are. 
They  are  produced  by  the  classic 
Hahnemann  methods.  All  have 
product  licences  and  are 
manufactured  in  the  most  modern 
production  facility  in  the  country, 
licensed  and  inspected  by  the 
Department  of  Health. 


A.G.  Clements 

Sales  &  marketing  director 
Europe,  New  Era  Laboratories 


Battery 
power 

In  your  March  22  issue  you  state 
that  by  volume  in  the  total  market 
Ever  Ready  "has  by  far  the  higher 
sales"  with  "some  47  per  cent  of 
the  market  against  24  per  cent 
held  by  Duracell".  In  fact,  Ever 
Ready  has  only  a  slight  lead  with 
29.6  per  cent  volume  share  — 
year  ending  December  1990  - 
against  Duracell's  28.4  per  cent 
(source  AGB/PP1).  What's  more, 
Ever  Ready's  share  is  decreasing 
while  Duracell's  is  increasing. 

When  looking  at  the  alkaline 
market  you  are  right  in  stating  that 
Duracell  has  the  lion's  share.  It 
has  in  fact  58.8  volume  share 
against  Ever  Ready's  14.4  per 
cent,  not  55  per  cent  and  25  per 
cent. 

You  do  not  state  from  which 
source  you  obtained  these  figures 
but  I  am  surprised  that  they  differ 
so  greatly  from  the  independent 
audited  data. 


Gary  Ferguson 

Marketing  director,  Duracell  UK 
Editor:  The  figures  were  supplied 
by  Ever  Ready  and  were  drawn 
from  the  Economist  Intelligence 
Unit  Report  on  dry  cell  batteries 
published  in  January  1990. 


Controlling 
drug  abuse 

With  reference  to  your  report  of 
the  Council  statement  in  your 
columns  of  April  13,  I  cannot 
refrain  from  commenting  uii  the 
statement  that:  "A  pharmacist 
should  not  attempt  on  his  own  to 
control  an  abuser's  habit,  but 
should  liaise  with  bodies  such  as 
drug  dependency  clinics  in  any 
local  initiative  to  assist  abusers" . 

As  phaimacy  is  practised  in 
this  country,  all  practitioners 
know  or  should  know,  that  they 
are  in  no  position  —  and  never 
have  been  —  to  control  the  habits 
of  abusers.  Such  abusers  can  and 
do  merely  walk  down  the  road  to 
find  a  community  pharmacist  who 
is  prepared  to  put  his  personal 
profit  before  principle  and 
responsibility  to  society  in 
general.  I  fear  there  are  many 
such  in  the  profession. 

Such  ex  cathedra  statements 
from  the  Council  will  do  nothing  to 
inspire  confidence  in  the  Council's 
ability  to  promote  and  represent 
the  cause  of  the  profession  in  an 
uncomprehending  world. 


George  Beddoes 

Portsmouth 


CHEMIST  &  DRUGGIST  27  APRIL  1991 


709 


BLACK  BEAUTY 


The  black  hair  market  appears  to  have 
ridden  out  the  recession,  helped  by  the  fact 
that  today's  popular  styles,  based  on 
relaxing  and  perming,  need  regular 
maintenance  to  avoid  hair  loss. 

Hard  data  on  the  size  of  the  UK  market 
is  hard  to  come  by.  Francis  Okwesa, 
marketing  director  at  distributors  Dyke  & 
Dryden,  estimates  the  black  haircare 
market  was  worth  around  £30  million  last 
year. 

He  believes  pharmacies  will  benefit  from 
the  introduction  of  a  single  European 
market  next  year,  as  regulations  may  be 
brought  in  that  will  cause  a  shift  in  sales  of 
products  like  relaxers  and  perms  away  from 
markets  and  grocery  stores  to  the 
pharmacy  environment. 

Mr  Okwesa  says:  "We  envisage  that 
with  the  harmonisation  of  health  and  safety 
acts  of  Europe  there  will  come  a  time  when 
some  products  may  be  available  through 
pharmacies  only." 

Lusters  are  both  manufacturers  and 
suppliers  of  black  haircare  products.  They 
repeatedly  advise  retailers  to  try  to  keep 
informed  of  the  changing  developments  in 
this  market  and  have  a  basic  understanding 
of  the  products  and  the  results  which  can  be 
achieved  through  their  use. 

'  'This  is  the  only  way  they  can  offer  a 
complete  service  to  their  customers,  who 
expect  to  receive  basic  advice  from  their 
local  stockists,  and  in  adding  this  kind  of 
support  to  their  sales  tactics  they  will 
encourage  repeat  business  and  in  turn 
increase  sales,"  says  European  marketing 
manager  Sharon  Thompson. 

Where  to  go  for  info 

Afro-Hair  &  Beauty  '91,  sponsored  by  Dyke  & 
Dryden,  will  take  place  on  May  26  and  27, 
at  the  Business  Design  Centre,  Islington, 
London. 

Now  in  its  ninth  year,  it  is  Europe's 
largest  international  exhibition  for  the  black 
hair  and  cosmetics  industry.  Last  year's 
was  the  most  successful  to  date. 

This  year,  over  45  exhibitors  will  be 
providing  information  on  all  aspects  of  the 
market,  through  hair  shows,  fashion  shows, 
demonstrations,  introductory  offers  on  new 
products  and  competitions. 

As  a  showcase  for  product  innovation 
the  show  has  its  finger  on  the  pulse  of 
African  Caribbean  hair  and  beauty  trends.  It 
offers  a  chance  to  see,  test  and  purchase  a 
wide  range  of  products. 
Afro  Hair  &  Beauty  '91,  The  Business 
Design  Centre,  52  Upper  Street,  Islington 
Green,  London  Nl  OQH.  Sunday  May  26 
10am-7pm,  Monday  May  27 10am-6.30pm. 
Tickets  £8,  children  under  12  free  if 
accompanied  by  adults. 
WM&P,  a  specialist  consultancy  in  ethnic 
monitoring  and  marketing,  have  recently 
conducted  a  national  report  into  the  African 
Caribbean  population,  the  first  of  its  kind. 

Through  individual  interviews,  WM&P 
have  collected  personal  details  on  over  780 
adults  throughout  the  UK.  The  survey  is  a 
representative  sample  of  the  population  and 
analyses  the  data  by  class,  sex,  age  and 
region. 

The  report  takes  a  comprehensive  look 
at  African  Caribbeans  across  a  broad  and 
diverse  range  of  topics,  including  purchasing 
behaviour,  media  interests,  attitudes  and 
beliefs  held  on  fundamental  as  well  as 
controversial  social,  religious,  racial  and 
political  issues. 
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The  report  comes  in  five  sections, 
Section  two  includes  a  look  at  shopping 
behaviour,  notably  grocery  shopping, 
frequency  of  shopping  visits  both  to  grocery 
outlets  and  chemists,  weekly  spend, 
pharmaceutical  products,  toiletries  bought, 
and  a  special  section  on  cosmetics, 
relaxers,  perms  and  skincare. 
Section  two:  Consumer  durables  and 
shopping  behaviour,  cost  £290.  WM&P,  2 
Tunstall  Road,  London  SW98DA.  Tel: 
071-9789488. 

Hair,  hair 

Hairstyles  for  today's  fashionable  black 
woman  tend  to  be  relaxed  —  a  smooth  and 
soft  look  whether  it  is  short,  past  the 
shoulders,  or  anywhere  in  between. 

Curly  perms  are  not  so  popular  these 
days,  although  the  perms  that  can  be  worn 
curly  and  blow  dried  straight  are  gaining 
popularity. 

Braids  and  weave-ons  are  also  popular, 
and  more  and  more  manufacturers  are 
targeting  maintenance  products  at  women 
who  choose  these  hairstyles. 

Men  tend  to  wear  their  hair  natural,  cut 
into  short  back  and  sides  with  or  without 
"tracks"  (lines  and  designs  shaved  into  the 
hair) .  The  longer  hair  on  top  is  either  left 
natural,  relaxed,  curly  permed,  waved,  or 
styled  into  dreadlocks. 

Lusters  on  a  manhunt! 


Luster  Products  are  officially  launching  the 
European  leg  of  their  S-curl  Manhunt 
competition  at  Afro  Hair  &  Beauty  '91  next 


Your  black  customers  are  said  to 
spend  three  times  more  on  personal 
care  products  than  the  average 
person.  Ensure  they  are  properly 
catered  for  and  you  may  see  the 
benefits  reflected  in  your  bank 
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month.  This  competition,  already  an  annual 
event  in  the  USA,  has  now  been  introduced 
in  Europe  for  the  first  time,  with 
promotions  starting  in  the  UK. 

The  UK  black  male  consumer  is  being 
targeted;  entry  is  open  to  men  aged  18 
years  or  over.  Competition  rules  and  entry 
forms  will  be  in  specially  marked  S-Curl  kits 
and  also  at  special  S-Curl  Manhunt 
Registration  Centres.  Proof  of  purchase  of 
an  S-Curl  brand  product  (S-Curl  kit,  no-drip 
activator,  wave  jel  and  activator),  and  a 
recent  photograph  should  also  be 
submitted. 

The  grand  prize  winner  gets  over 
£5,000  worth  of  prizes,  including  £3,000 
cash  and  a  trip  to  Chicago.  Semi-finalists 
and  runners-up  will  also  win  prizes. 

The  eight-month  promotion  will  feature 
heats  leading  to  a  final  judging  at  the 
Hammersmith  Palais  on  November  27,  in 
conjunction  with  Choice  96.9  FM  radio. 

Luster's  best  seller  in  the  UK  is  the 
Pink  Oil  moisturiser  hair  lotion,  which  is 
part  of  a  range  that  also  comprises 
moisturiser  sheenspray  and  holding  spray. 
The  company  supports  its  products  with 
local  advertising  campaigns  in  the  ethnic 
Press  and  radio  as  well  as  poster 
advertising.  Luster  Products  UK,  113 
Knightsb ridge  Green,  London  SW1X  7QL. 
Tel:  071-581  4393. 


Spotlight  on  TCB  Lite 

Alberto-Culver's  TCB  Lite  range  was 
developed  to  meet  today's  styling  needs.  It 
features  light,  non-greasy  formulations  that 
are  absorbed  quickly  by  the  hair  and  give  a 
drier,  more  natural  look. 

The  five  products  in  the  range  are 
instant  moisturiser  and  conditioner, 
activator  lotion,  activator  gel,  hair  and  scalp 
conditioners  and  intensive  creme 
conditioners  and  hairdressings. 

Most  women  in  their  primary  target 
audience  have  had  their  hair  relaxed,  and 
the  men  wear  their  hair  naturally  or  with  a 
curly  perm.  Distributors:  C.J.  Associates. 
Tel: 0442  862294. 
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Six  in  one  Permkare 

Affco  say  their  Permkare  reconditioning  and 
revitalising  light  hairdress  (6  in  1)  is  a 
unique  product.  It  is  designed  to  repair  hair 
damage  caused  by  harsh  chemical 
treatments. 

The  light,  non-greasy  cream  (200g  jar 
£2.91)  contains  wheatgerm  vitamin  E.  It 
can  be  used  as  a  light  hairdressing,  for  hair 
repair,  as  an  after  shampoo  conditioner,  for 
steam/heat  treatment,  as  a  hair 
moisturiser,  and  as  a  hair  strengthener. 

There  are  other  products  in  the 
Permcare  range,  and  Affco  also  have  a 
number  of  other  brands.  Gro  Aid  will  be 
advertised  in  Black  Hair  and  Beauty  and 
Street  Chic  magazines  in  May,  and  on  radio 
stations  Choice  FM,  Sunrise,  Bradford  and 
Yorkshire.  Affco,  120  High  Road,  Willcsden 
Green,  London  NW102PN.  Tel:  081-459 
2046. 


She's  so  fine 

Black  women  can  really  go  to  town  with 
colour  cosmetics!  There  is  a  good  selection 
of  brands  to  choose  from,  some  home- 
grown and  others,  like  Fashion  Fair  and 
Flori  Roberts,  imported  from  America, 
where  black  beauty  is  big  business. 

With  so  many  British  companies  getting 
in  on  the  act,  pharmacists  can  shop  around 
for  the  best  deal,  and  ensure  their  ethnic 
minority  customes  are  well  catered  for. 


BLACK  BEAUTY 


tested  on  animals,  say  Lornamead.  Colours 
are  bold,  the  foundation  is  oil-free,  and 
blushers  and  eye  shadows  come  with 
applicator  and  mirror.  There  is  also  a  wide 
choice  of  concealer  wands.  Prices  range 
from  £2  for  lip  and  eye  pencils,  to  £6  for 
pressed  powder  compacts. 

Packaging  is  midnight  blue  with  the 
trademark  in  silver.  In-store  support 
includes  three  display  units  with  showcards 
headed  "Tura  —  that's  where  beauty 
begins". 

The  range  is  being  supported  by  a 
£250,000  advertising  campaign  to  include 
Press,  radio,  posters,  POS  and  promotions. 
Look  out  for  Tura  at  the  Afro  Hair  and 
Beauty  exhibition.  Tura  International.  Tel: 
071-3775000. 


Skintight! 

You  would  be  wrong  to  assume  that  all  your 
black  customers  have  the  same  skin  type.  It 
is  true  to  say,  however,  that  many  African 
Caribbeans  have  combination/oily  facial  skin 
whereas  the  rest  of  the  skin  tends  to  be  dry 
and  needs  to  be  moisturised  regularly. 

Naturally,  any  moisturiser  you  stock  can 
be  used,  but  there  are  some  that  are 
traditionally  used  by  the  African  Caribbean 
population: 

Palmers  cocoa  butter  formula  is  used  for  marks, 
ashiness  (extremely  dry  and  flaking  skin) 
and  general  moisturising.  The  range 
comprises  solid  cocoa  butter,  a  body  lotion, 
concentrated  cream,  soap  in  a  bar  or  liquid 


Where  beauty  begins 

Lornamead  have  ventured  into  the  realm  of 
colour  cosmetics  for  dark  skinned  women 
with  the  launch  of  Tura  (C&D,  February  9, 
p200). 

They  say  that  in  a  market  not  short  of 
black  make-up  brands,  they  identified  a 
niche  for  a  UK-created  and  based  brand 
which  enables  its  directors  to  retain  "hands 
on"  control  of  its  development,  marketing, 
and  direction,  and  make  decisions  based  on 
intimate  knowledge  of  the  home  market. 

Mike  Jatania  says:  "I  expect  our  UK 
manufacturing  and  creative  base  to  give  us  a 
significant  edge  over  competitors,  enabling 
us  to  react  to  the  market  with  innovations 
which  help  our  customers  create  the 
fashionable  look  they  want  the  minute  new 
fashion  waves  begin  to  break." 

All  products  are  hypo-allergenic  and  not 


Dark  secrets 

Earlier  this  year  Dana  Perfumes  and 
Tuesday's  Girl  launched  Dark  Secrets,  a 
new  range  of  colour  cosmetics  for  dark 
skins  (C&D,  February  23,  p280). 

The  products,  which  are  not  animal 
tested,  have  been  produced  to  a  high  quality 
approved  by  top  consultants  and  yet  priced 
within  everyone's  reach,  say  Dana. 

Lipsticks  come  in  12  colours  and  cost 
£1 .30.  Matching  nail  varnish  shades  cost 
£0.99  each.  There  are  four  shades  of  face 
powder  (£1.55),  four  mascaras  (£1.55),  two 
lipglosses  (£1.35),  three  blusher  trios 
(£3.15),  and  four  singles  (£1.65).  Eye 
shadows  cost  £1 .95  for  a  four  pack  and 
£3.15  for  eights.  Foundation  comes  in  three 
shades  (£1.65). 

A  12  by  7in  display  unit  is  available. 
Dana  Perfumes  Ltd.  Tel:  081-646  0344. 


and  a  swivel  stick  balm. 

De  Witt  distribute  the  range  in  the  UK. 
Says  sales  director  John  Metselaar:  "After 
distributing  the  brand  for  18  months,  we  are 
enjoying  a  rapid  growth  in  the  retail  sector. 
For  the  growing  number  of  pharmacists 
creating  a  black  hair  and  skincare  section,  it 
is  important  to  be  aware  that  Palmers  cocoa 
butter  formula  is  the  leading  skincare  brand. 

"Distribution  has  increased 
substantially  due  to  the  range  of  advertising 
and  PR  activity  sharpening  the  retail 
pharmacist's  awareness  of  the  potential  in 
both  the  black  skincare  and  mainstream 
toiletries  market." 

The  range  is  being  support  by  national 
Press  advertising,  a  sampling  campaign  and 
a  PR  programme.  Distributors  De  Witt 
International  Ltd.  Tel:  081-441  9310. 
The  Symba  range  has  been  sold  in  Europe,  the 
Caribbean,  the  USA  and  West,  East  and 
Central  Africa  for  the  past  23  years.  The 
skincare  products  are  skin  lite  'n  smooth 
cream,  medicated  antiseptic  soap,  dry  skin 
treatment  lotion  and  moisturising  cream. 
Distributors  C.J.  Associates.  Tel:  0442 
862294. 

Sunny  skincare 

Pharmacists  may  be  missing  out  on  a 
market  for  suncare  products  if  they  are  not 
recommending  them  to  their  ethnic 
minority  customers. 

African  Caribbean  and  Asian  people  do 
have  some  degree  of  in-built  protection 
because  of  the  melanin  pigment  in  their 
skins.  But  no  one  is  totally  exempt  from  the 
dangers  of  ultraviolet  radiation. 

There  are  so  many  different  shades  of 
black  skin  from  dark  to  light  skinned.  Where 
exposure  to  UV  is  intense  and  prolonged,  a 
dark  skinned  person  who  is  not  used  to  such 
Continued  on  p714 


CHEMIST  &  DRUGGIST  27  APRIL  1991 


he  best  gel  activators 
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The  original  Supreme  Super  Curl  Gel 
ivator.  No  other  brown  gel  looks  like  it 
or  activates  like  it !!! 


Nvesharr  softness  &  all -day  gloss. 


^  SUPREME 

CurI 


9^  hair  softness  and  att 
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Curl  Control  by  Natural  Beauty 
"by  choice". ...simply  the  best !!! 


go  for  the 
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and  steer  clear  of  the  rest !!! 

*  275g  for  the  price  of  250g 

*  Shatter  proof  jars 

*  More  attractive  on  your  shelf 

*  Easy  to  merchandise 

*  improved  rigidity 

*  Improved  awareness 

*  And  still  market  leaders 

Supreme  Beoutv  Products  of  London  Distributed  by'-.  - 


1?  Bernard  Rond 
Tottenham 
London  N15  4NE 


Tel:  081  801  752 
Fax.  081  801.24,6! 
'Telex.:  918581 


BLACK  BEAUTY 


Black  hair:  versatile,  but 
plagued  with  unique  problems 

Nancy  Shields,  of  Alberto-Culver  Company,  Melrose  Park,  Illinois,  explains  the 
structure  of  black  hair  and  how  to  care  for  and  style  it 


Continued  from  p712 

conditions  is  likely  to  get  sunburnt,  although 
less  severely  than  a  more  light  skinned 
person. 

Other  adverse  effects  of  unaccustomed 
UV  exposure  are  skin  dryness  and 
thickening,  resulting  in  rough  and  hard  skin 
and  with  prolonged  exposure  premature 
ageing  may  occur. 

Recommend  a  product  with  UVA  and 
UVB  sunscreens;  information  on  what  to 
recommend  can  be  obtained  from  the 
various  manufacturers.  And  while  you  are 
selling  sunpreps,  make  sure  your 
customers  are  well  stocked  up  on  body 
moisturisers,  too. 

I  want  to  be  lighter... 

In  the  same  way  that  some  Caucasians  want 
to  be  darker,  some  black  people  want  to  be 
lighter;  some  people  are  simply  not  satisfied 
with  the  way  they  are. 

Products  for  lightening  the  skin  usually 
contain  hydroquinone,  and  are  used  to  fade 
age-spots,  dark  marks  and  blemishes.  The 
legal  limit  is  2  per  cent. 

Often  customers  want  the  stronger 
products... often  imports  from  Nigeria.  But 
pharmacists  should  be  pointing  out  the 
dangers  of  using  products  with  higher  levels 
of  hydroquinone,  such  as  skin  thinning  and 
irreversible  damage. 


The  shape  and  structure  of  black  hair  is 
different  from  that  of  Caucasian  or  Oriental 
hair,  and  of  the  three  types,  it  is  the  most 
fragile.  Special  grooming  routines  and  a 
variety  of  hair  treatments  are  necessary  to 
overcome  extensive  dryness,  prevent 
breakage  and  repair  hair  damage  caused  by 
overprocessing. 

Each  strand  of  Caucasian  and  Oriental 
hair  is  almost  round,  while  black  hair  is  oval 
to  flat.  The  shape  is  determined  by  the 
cuticle,  a  thin,  transparent  outer  layer  that 
wraps  around  the  hair  shaft  for  protection. 
The  cuticle  on  black  hair  is  thin  on  one  side 
and  thick  on  the  other.  This  causes  the  hair 
to  bend  sharply,  forming  tight  curls  and 
creating  several  problems. 

The  scalp's  natural  oils  have  difficulty 
travelling  over  the  small,  interlocking  curls 
to  protect  and  moisturise  the  hair.  While 


Caucasians  and  Orientals  can  brush  their 
hair  to  spread  the  scalp's  natural  oils,  the 
bristles  of  a  brush  would  snag  on  the 
tangled  curls  of  black  hair,  causing 
breakage. 

Black  hair  is  also  resistant  to  shine.  At 
each  bend  of  a  curl,  the  cuticle  tends  to 
stand  open  rather  than  lie  flat  against  the 
hair  shaft.  Light  is  absorbed  into  the  hair 
rather  than  reflecting  off  a  smooth  cuticle 
for  lustre  and  shine. 

Many  hairstyles  for  blacks  emphasise  or 
take  advantage  of  the  natural  curls,  but  the 
hair  can  also  be  straightened  to  allow  more 
styling  options.  Hot  pressing  combs  or 
relaxing  chemicals  are  used  to  straighten 
the  hair,  but  these  procedures  put 
additional  pressure  on  the  already  fragile 
hair  strands.  Longer  hairstyles  are  difficult 
to  achieve  because  overprocessing 
increases  the  chance  of  breakage  before  the 
hair  can  grow  to  the  desired  length. 
Exposure  to  sun,  wind  and  pollutants  adds 
to  the  potential  damage. 

Good  grooming 

Fortunately,  all  of  these  problems  can  be 
remedied  by  a  good  grooming  programme 
with  appropriate  products.  The  range  of 
treatments  and  styling  aids  far  exceeds 
those  available  for  the  general  population, 
particularly  moisturisers  and  conditioners. 
In  addition,  there  are  relaxers  to  straighten 
hair,  curl  kits  and  activators  to  create  larger 
curls,  pomades  and  hairdressings  that  make 
hair  easier  to  comb  and  hold  in  place, 
pressing  oils  to  keep  hot  combs  from 
burning  hair,  oil  sheens  to  add  gloss,  and 
hair  foods  that  prevent  breakage  and  leave 
hair  softer. 

Black  consumers  spend  three  to  four 
times  more  per  capita  on  hair  care  products 
than  the  rest  of  the  population.  The  need 
for  frequent  hair  maintenance  is  not  the  only 
reason  for  the  high  sales.  The  black 
population  is  younger  than  the  population  as 
a  whole,  and  younger  people  tend  to  spend 
more  on  grooming  products.  The  growing 
number  of  black  women  entering  the 
workforce  have  more  money  to  spend  and 
black  men  are  bigger  purchasers  of  hair 
grooming  and  treatment  products  than 
Caucasian  men. 

As  a  general  rule,  black  hair  thrives  on 
products  that  are  gentle,  help  condition  the 
hair  or  provide  an  all-important  moisture 
balance.  Shampoo,  for  example,  is  the  most 
widely  used  hair  care  product  among 
Caucasians,  but  is  not  used  as  often  by 
blacks  because  it  robs  the  hair  of  oils. 

Straight  hair  is  becoming  increasingly 
popular,  but  relaxers  must  be  carefully 
chosen  and  applied  because  their  chemical 
composition  can  hurt  both  the  hair  and  the 
scalp.  Many  types  should  be  applied  only  by 
a  hairdresser,  but  there  are  brands  safe 
enough  for  home  use. 
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TIMES  REMEMBERED 


A  locum's  haunting  tale.. 


Glasgow  pharmacist  Jeannette  Smith  describes  the  strange  feeling  of 
returning  to  work  in  a  business  that  was  once  her  own 


If  you  look  up  the  word  for  "ghost"  in  an 
English/French  dictionary,  one  of  the  words 
on  offer  is  revenant,  which  literally  means  one 
who  comes  back  again.  This  had  always  struck 
me  as  an  odd  transfer  from  the  literal  to  the 
metaphorical,  until  I  discovered  by  experience 
just  how  apt  it  could  be. 

After  some  years  away,  I  went  to  do  a 
locum  in  the  business  which  once  was  my  own. 
Some  things  are  unchanged.  The  view  over 
the  Firth  of  Clyde,  so  beloved  of  the  former 
inspector  from  the  Society  that  he  would 
arrive  at  10  in  the  morning  and  spend  two 
hours  with  a  succession  of  cups  of  tea  while  we 
went  about  our  business,  is  still  spread  out 
beyond  the  dispensary  window.  The  ferry  to 
Bute  still  crosses  at  the  same  times  every  two 
hours.  The  traffic  still  sails  up  and  down 
against  the  background  of  distant  hills .  It  was 
all  so  much  more  agreeable  for  the  inspector 
than  checking  up  on  my  professional  rectitude. 

The  village  retains  its  social  mix  as  before 
—  all  the  social  strata,  from  families  with  gun 
dogs  and  children  at  boarding  school,  the 
professionals  using  the  village  as  a  dormitory, 
to  the  inhabitants  of  the  council  estate.  There 
are  many  familiar  faces.  Some  customers 
whom  I  considered  elderly  in  my  time  are  so 
little  changed  that  it  comes  as  a  shock  to 
discover  that  some  of  them  have  died. 

Children  are  no  problem.  The  locum  is  not 
expected  to  greet  a  child  by  name,  although 
some  of  the  village  families  stamp  their  mark 


so  clearly  on  all  their  descendants  that  I  can 
often  guess  who  grandfather  might  have  been. 
The  generation  in  between  is  the  most 
difficult.  I  find  myself  addressing  a  woman  by 
name,  quite  confident  that  I  remember  who 
she  is,  only  to  be  told  that  I  have  given  her  her 
mother's  name. 

The  head  of  the  doctors'  practice  may 
have  retired,  but  there  are  a  surprising 
number  of  prescriptions  for  the  same  drugs  for 
the  same  patients.  After  a  couple  of  days,  time 
slips  a  gear,  and  I  could  have  been  there  all 
along. 

This  is  a  dangerous  feeling.  Start  to 
assume  that  you're  back  in  your  own  business 
and  you  find  yourself  tempted  to  treat  the 
place  as  your  own.  Now,  if  your  successor  is 
happy  to  work  with  a  full  balance  book,  what 
right  do  you  have  to  order  an  extra  100  tablets 
of  a  regularly  used  drug,  just  to  avoid  having 
to  tell  Mrs  Whatsit  to  come  back  for  the  rest 
tomorrow?  It  may  be  good  commercial 
practice  to  keep  the  stock  as  low  as  possible. 
You  order  according  to  your  bank  statements , 
one  piece  of  information  not  given  to  locums. 

I  have  to  keep  reminding  myself  that  the 
business  now  belongs  to  my  successor.  The 
Clyde  may  still  be  here,  I  may  be  living  in  a 
house  which  was  once  my  own,  but  for  50 
weeks  out  of  52  I  live  and  work  forty  miles 
away. 

For  two  weeks,  I'm  not  just  the  locum,  I'm 
the  hired  ghost. 


Across  the 
ointment  slab 

Dispensing  is  not  the  spectator  sport 
it  once  was... 

The  other  day,  while  exercising  my  ears  from 
the  dispensary,  I  heard  one  of  our  customers 
grumbling  when  he  was  told  his  prescription 
would  take  ten  minutes.  Out  came  the  usual 
formula  —  "It's  only  tablets" .  Since  we  were 
in  the  middle  of  the  rush  hour  patience  was 
already  wearing  thin,  and  he  was  told  in  no 
uncertain  terms  that '  'there  are  another  20  in 
front  of  you". 

The  dispenser  exaggerated  a  little:  we  did 
have  the  odd  cough  linctus  or  bottle  of 
lactulose,  even  a  few  inhalers  to  add  variety, 
but  she  was  right  to  assume  that  we  had 
nothing  to  be  made  up.  It  used  to  be  quite 
different.  When  I  did  my  apprenticeship  —  so 
long  ago  that  it  was  still  called  an 
apprenticeship  —  dispensing  was  a  spectator 
sport. 

The  branch  where  I  worked  had  been 
refitted  to  allow  a  clear  view  over  the  front 
shop,  but  since  it  had  not  occurred  to  anyone 
to  raise  the  floor  level  in  the  dispensary  this 
worked  in  both  directions.  The  blight  of  my  life 
was  a  regular  prescription  for  one  pound  of 
zinc  paste  containing  0.25  per  cent  of  brilliant 
green  and  0.25  per  cent  of  gentian  violet.  I'm 
not  the  cleanest  worker  in  the  world.  I  cover 
paintbrush  handles  in  paint,  so  you  can  imagine 
what  colour  may  hands  turned  in  the  process 
of  mixing  the  dyes  into  thick  paste. 

The  customer  enjoyed  his  monthly  visit. 
Instead  of  attending  to  his  own  business,  and 
reading  the  sports  pages,  he  leaned  against 
the  bottom  of  our  shiny  new  plate  glass 
window  to  deliver  a  running  commentary  on 
the  progress  of  the  colour  up  my  arm. 

Crude  coal  tar  or  ichthammol  were  not  too 
bad  —  at  least  they  were  semi-solid  —  but  you 
should  try  mixing  cade  oil  or  a  solution  of  coal 
tar  into  any  base  at  all  while  there's  a  nosed 
pressed  against  the  glass  to  watch  your 
progress.  However  carefully  you  constructed 
the  crater  into  which  the  liquid  was  poured, 
sooner  or  later  some  of  it  escaped.  Try  to 
hurry,  and  it  squirted  out  the  edges. 

Powders  were  as  bad.  If  you  rushed  at 
them,  the  powder  puffed  out  the  top  when  you 
tried  to  fold  the  second  end,  especially  the 
fluffy  stomach  powders  with  bismuth, 
magnesia,  sodium  bicarbonate  and  a  grain  or 
two  of  belladonna  and  phenobarb.  You  could 
rely  on  it:  Saturday  morning,  a  full  shop,  and 
a  gross  of  stomach  powder  papers  laid  out  all 
at  once.  Even  doing  them  two  dozen  at  a  time 
we  ended  up  with  a  traffic  jam. 

It  wouldn't  be  so  much  fun  to  watch  now. 
No  messy  ointment  slabs,  very  rarely  a 
measure  full  of  tincture  —  all  we  ever  seem  to 
measure,  apart  from  the  daily  doses  of 
methadone  for  our  addicts,  is  the  water  for  the 
antibiotic  mixtures.  Where's  the  interest  in 
watching  us  making  jigsaw  puzzles  from  the 
strips  of  tablets  which  never  come  in  the  right 
amount  to  agree  with  the  prescription  nor  the 
right  size  to  fit  any  of  our  skillets? 

I'm  not  complaining,  I  never  did  like 
making  ointments  and  I  loathed  making 
powders,  but  it  must  all  look  very  boring  and 
easy.  It  must  look  at  though  it's  a  semi-skilled 
occupation.  The  drugs  are  more  potent,  more 
likely  to  be  lethal,  but  I  can  almost  sympathise 
with  the  "only  tablets"  complaint.  The  skill  is 
not  on  display  any  more. 
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ADVERTISEMENT  FEATURE 


Vosene  links  with 
Aquafresh  for  strong 
Spring  promotion 


Vosene  shampoo  is  being  supported  very 
strongly  both  above  and  below  the  line  right 
through  Spring. 

An  in-pack  offer  that  builds  on  Vosene 's 
strength  as  one  of  Britain's  favourite  family 
shampoos  breaks  from  the  end  of  April  and 
runs  right  through  June.  The  150ml  and 
300ml  sizes  in  both  the  Original  and  Herbal 
variants  contain  a  25ml  tube  of  Aquafresh 
Fresh  'N  Minty  toothpaste  absolutely  free. 
Vosene  sees  a  very  close  synergy  linking  it 
with  Aquafresh's  efficacy,  popularity  and 
family  appeal.  Vosene  has  always  been  in 
the  "top  four"*  while  Aquafresh  is  the 
fastest-growing  family  toothpaste  brand  in 
the  market**.  This  great  combination  of 
two  popular  family  brands  offering  a  real 
money-saving  opportunity  is  bound  to 
create  a  strong  incentive  for  the  housewife 
to  purchase. 

Brand  awareness  for  both  ranges  will  be 
heightened  even  further  by  heavyweight 
television  advertising  support.  Aquafresh 
will  have  been  supported  on  TV  in  March 
and  April  by  £1 .5  million,  half  of  its  1991 
spend  (MEAL),  while  the  Vosene  campaign 
breaks  in  May. 

Vosene  TV  appeal 

Research  has  shown  considerable  consumer 
responsiveness  to  the  new  Vosene  TV 
commercial,  starring  that  appealing  12 -year- 
old  Kevin.  Following  the  success  of  its  first 
burst  during  October  and  November  last 
year,  the  commercial  has  already  been  aired 
on  TV-am  during  January.  It  will  be  aired 
again  nationally  on  TV-am  and  in  regional 
areas  during  May:  a  further  regional  burst 
will  follow  in  September.  In  all,  a  £2m  annual 


spend  (MEAL)  is  scheduled. 

The  commercial's  catchline  "You  can  tell 
it's  clean,  you  can  smell  it's  clean",  is 
derived  from  research  findings  that  revealed 
how  strongly  Vosene  Original's  unique  and 


distinctive  fragrance  triggered  all  the 
positive  associations  surrounding  the  brand's 
heritage.  Its  promise  of  keeping  hair  really 
clean  is  reinforced  by  the  associations  of 
security  and  confidence  in  childhood  that 
Vosene  evokes  in  many  people. 

The  story  shows  Kevin  —  helped  (and 
hindered!)  by  Mum  —  getting  ready  for  his 
first  date.  Amusing  dream  sequences 
highlight  the  pitfalls  that  can  easily  wreck 
such  a  red-letter  event.  Of  course,  Mum 
makes  sure  that  Kevin  shampoos  with 
Vosene  Original  shampoo,  but  it's  only  when 
his  pretty  date  remarks  on  the  clean,  fresh 
smell  of  his  hair  that  he  really  begins  to  enjoy 
the  day! 

Family  heritage 

Vosene '  s  strong  family  heritage ,  together 
with  the  reassurance  of  cleanliness  that  it  J 
offers  users ,  has  created  the  brand '  s  great  | 
strength  since  it  was  launched  over  30  years  g 
ago.  Targeting  the  family  user,  Vosene  | 
advertising  is  emphasising  how  relevant  the  f- 
shampoos  benefits  are  to  today's 
youngsters,  as  well  as  their  parents.  The  * 
synergy  between  Vosene  and  Aquafresh  in 
the  on-pack  promotion,  backed  by  strong  g 
television  advertising,  will  ensure  strong  J 
Spring  appeal  for  the  shampoos . 


Aquafresh  —  not  just  a 
pretty  paste! 


Latest  research  figures  reveal  that 
\quafresh  is  now  firmly  positioned  as  the 
UK's  fastest-growing  family  toothpaste 
Drand,  and  is  brand  leader  in  pumps*.  Its 
lew  pack  design,  launched  last  year,  has 
Droved  itself  as  having  considerable  on-shelf 
mpact  with  its  bold  and  contemporary 
graphics  that  clearly  communicate  the 
Denefits  of  Aquafresh's  unique  three-stripe 


formulation. 

It  is  now  being  supported  by  a  new 
television  commercial  which  develops  the 
highly  successful  animated  format  featured 
in  previous  Aquafresh  campaigns.  This  was 
aired  nationally  during  March  and  April  in  a 
£1.5m(MEAL)  campaign,  and  will  be 
repeated  during  the  early  Autumn.  It 
highlights  the  therapeutic  benefits  of  the 


three-in-one  striped  toothpaste  format  by 
emphasising  that  Aquafresh  is  '  'Not  just  a 
pretty  paste!" 

Lively  tune 

The  lively  tune  with  its  sing-a-long  jingle 
underpins  the  message  that  the  three 
Aquafresh  stripes  —  red  to  fight  plaque, 
white  to  fight  decay  and  blue  to  freshen 
breath  —  combine  to  combat  the  adverse 
effects  everyday  eating  and  drinking  can  have 
on  teeth  and  gums.  The  serious  message  of 
how  efficacious  Aquafresh  is  as  a  family 
toothpaste,  is  conveyed  by  the  improvement 
the  Aquafresh  family  of  mum,  dad  and  son 
taste,  feel  and  see  to  their  teeth. 

Aquafresh  also  has  an  extensive 
promotional  programme  to  support  the  brand 
featuring  attractive  consumer  offers  and  10 
per  cent  extra  free  packs.  Vosene  shampoo 
and  Aquafresh  toothpaste  are  manufactured 
by  SmithKline  Beecham  Personal  Care  and 
enjoys  the  distinction  of  being  the  company's 
largest  consumer  brand  worldwide.  It  has 
two  variants:  Fresh  'N  Minty  and  Mild  'N 
Minty  which  are  presented  in  tubes  and 
pumps.  Aquafresh  pumps  have  always 
performed  exceptionally  well  —  their 
popularity  is  due,  in  part,  to  the  unique 
production  process  generating  the  three 
stripes  which  ensures  that  Aquafresh 
toothpaste  has  great  visual  appeal,  especially 
to  children. 

SmithKline  Beecham  Personal  Care 
UK,  SB  House,  Great  West  Road, 
Brentford.  TW8  9BD. 
Tel:  081  560  5151. 

*  Source:  Nielsen. 


PHARMACY  PRACTICE 


How  to  apply  for  an  NHS  contract 

Major  changes  in  the  administrative  arrangements  for  applications  to  family  health  service  authorities  (FHSAs)  for  an 

NHS  contract  were  brought  about  by  the  NHS  (General  Medical  and  Pharmaceutical  Services)  Amendment  (No  2) 
Regulations  1990.  Stephen  Axon,  secretary,  Pharmaceutical  Services  Negotiating  Committee,  attempts  to  cut  through 

the  bureaucracy  and  deal  with  the  practicalities 


An  application  for  an  NHS  pharmaceutical 
contract  may  take  one  of  four  forms: 

1.  For  a  new  contract  —  new  pharmacy  or 
major  relocation  of  an  existing  contract 

2.  for  a  minor  relocation  of  an  existing  contract 

3.  the  transfer  of  an  existing  contract  to  a  new 
contractor 

4.  additional  or  change  of  services. 

New  contract  or  major  relocation 

The  initial  application 

The  first  step  a  potential  pharmacy  contractor 
should  take  is  to  apply  to  the  Family  Health 
Services  Authority  for  the  area  within  which 
the  pharmacy  will  be  established  for  an 
application  form  FP26  and  to  request  a  copy  of 
the  latest  "Revised  arrangements  for 
considering  applications  to  dispense",  ie 
annexes  to  HC(FP)(90)12  which  provides 
Department  of  Health  guidance  on  applying  for 
a  contract  to  dispense. 

Item  7  on  the  application  is  likely  to  provide 
sufficient  room  and  should  be  filled  in  to 
indicate  that  the  information  supporting  the 
application  is  attached  separately  (or  will  be 
forwarded  later).  Additional  papers  attached 
should  be  signed  and  dated. 
The  applicant 

Section  43  of  the  NHS  Act  1977  provides  that 
the  applicant  must  be  either: 

■  A  registered  pharmacist  or 

■  A  partnership  of  registered  pharmacists  or 

■  A  body  corporate  (limited  company  or  PLC) 
Preliminary  consent 

This  initial  application  will  be  for  preliminary 
consent  to  provide  NHS  pharmaceutical 
services  and  need  not  state  the  precise 
address  but  should  identify  the  location 
sufficiently  for  the  relevant  tests  (see  below) 
to  be  applied. 
The  FHSA  tests 

The  level  of  information  included  within  the 
initial  application  will  depend  upon  whether  the 
application  is  for  a  pharmacy  within  an  area 
designated  as  rural  in  character  or  not. 
(i)  All  applications  —  "necessary  or  desirable" 
Section  42(1)C  of  the  NHS  Act  1977  states 
that  an  application: 
'  'shall  be  granted  only  if  the  Committee 
(now  FHSA)  is  satisfied,  in  accordance  with 
regulations  that  it  is  necessary  or  desirable 
to  grant  it  in  order  to  secure  in  the 
neighbourhood  in  which  the  premises  are 
situated  the  adequate  provision  by  persons 
included  in  the  list  of  the  services  or  some  of 
the  services  specified  in  the  application;.. .." 
This  means  that  the  FHSA  should  look  at 
the  current  level  of  service  against  the 
measure  of  adequacy,  ie  it  is  not  a  question  of 
an  overgenerous  provision  based  on 
convenience  alone.  A  common  mistake  made 
by  applicant  and  FHSA  alike  is  to  take  the 
words  "necessary  or  desirable"  out  of  its  full 
context. 

The  application  must  contain  outline 
reasons  why  an  additional  contract  is  required 
in  the  area,  and  more  importantly,  why  the 


additional  or  supplementary  services  are 
required  "to  secure  in  the  neighbourhood  the 
adequate  provision. . .  .of  services ' ' . 
(ii)  Applicants  in  areas  designated  rural  in  character  — 
proper  provision  of  services 
In  the  case  of  an  area  which  has  been 
designated  as  being  rural  in  character  by  the 
FHSA  there  is  a  prior  test  which  must  be 
applied  by  FHSAs  before  the  question  of 
necessity  or  desirability  is  considered.  The 
NHS  (General  Medical  and  Pharmaceutical 
Services)  Regulations  1974  as  amended 
provide:- 
'  '30E  The  Family  Health  Services 
Authority... shall  refuse  any  application  to 
the  extent  that  it  is  of  the  opinion  that  to  grant 
it  would  prejudice  the  proper  provision  of 
general  medical  services  or  pharmaceutical 

services      in      any      locality  " 

The  definition  of  what  amounts  to  the 
"proper  provision  of  general  medical  or 
pharmaceutical  services"  has  been  hotly 
debated  between  the  pharmaceutical  and 
medical  professions  and  even  reached  the 
steps  of  the  court  recently  where  a  medical 
practice  sought  to  bring  a  judicial  review  in  the 
well-publicised  Sawtry  case.  The  doctors 
withdrew  immediately  before  the  scheduled 
Court  hearing  (which  supports  the  validity  of 
the  definition  within  the  guidelines). 

The  guidelines  from  the  Department  of 


Health  adopting  the  Sawtry  definition  states 
that  "proper  provision"  means  that  "the 
people  in  the  area  should  have  available  to 
them  general  medical  and  pharmaceutical 
services  and  that  those  services  should  be  of 
the  standard  which  GPs  and  pharmacists  are 
obliged  to  provide  in  order  to  comply  with 
there  respective  terms  of  service." 

In  the  case  of  a  pharmacy  application  the 
likelihood  is  that  it  will  not  prejudice  the 
existing  pharmaceutical  service,  indeed  such 
a  service  is  likely  to  be  enhanced.  Arguments 
will  be  advanced  by  dispensing  doctors  that 
such  an  application  if  granted  will  prejudice  the 
proper  provision  of  medical  services.  It  is 
therefore  important  in  any  application  in  an 
area  designated  as  rural  in  character  that  this 
point  is  addressed  in  some  detail. 
Additional  information  &  oral  hearings 
In  some  cases  the  FHSA  may  request 
additional  information  on  either  or  both  tests 
in  order  to  assist  it  in  coming  to  a  decision, 
particularly  where  there  are  competing 
claims.  The  FHSA  may  also  decide  to  hold  an 
oral  hearing  in  particularly  difficult  cases. 

If  an  oral  hearing  is  arranged  the  parties 
can  expect  this  to  be  a  semi-formal  procedure 
where  the  chairman  will  apply  the  rules  of 
natural  justice  rigidly  .  Applications  should  in 
such  cases  make  inquiry  of  the  FHSA  as  to  the 
procedure  for  taking  submissions  and  careful 
preparation  of  the  case  is  essential. 
Procedures  following  initial  application 
The  FHSA  will  process  the  application  by 
considering  the  two  tests  outlined  above 
having  undertaken  all  the  prescribed 
consultations.  The  applicant  is  then  informed 
of  the  decision  of  the  FHSA. 
If  unsuccessful... 

If  the  FHSA  refuses  to  grant  the  application, 
the  unsuccessful  applicant  has  the  right  to 
appeal,  in  writing,  to  the  FHSA.  The  FHSA 
will  refer  the  appeal  to  the  Regional  Health 
Authority.  Any  such  appeal  is  a  general  appeal 
and  not  limited  to  new  evidence,  changing 
circumstance  etc.  However,  as  FHSAs 
become  familiar  with  the  workings  of  the 
system  it  would  be  expected  that  the  initial 
decision  based  on  local  information  would  be 
upheld  by  the  appeal  body. 
If  successful  —  full  application 
If.  the  preliminary  consent  is  granted  the 
applicant  must,  within  a  period  of  six  months 
make  full  application  to  the  FHSA  confirming 
details  not  included  in  (but,  of  course, 
consistent  with)  the  preliminary  consent 
application. 

The  NHS  Act  in  S42  provides  that: 
"the  (final)  application  shall  state: 

(i)  The  services  which  the  applicant  will 
undertake  to  provide  the  appliances  he  will 
undertake       to       supply;  and 

(ii)  The  premises  from  which  he  will 
undertake  those  services.. .." 

Once  final  application  is  granted  the 
applicant  must  commence  providing  NHS 
pharmaceutical  services  within  six  months  but 
extensions  up  to  a  further  24  months  may  be 
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.ranted  by  the  FHSA  in  the  light  of  evidence 
-eing  produced  to  justify  delay. 

Minor  relocation 

Vhere  a  contractor  wishes  to  relocate  th^ 
ontract  it  may  be  preferable  to  apply  for  a 
linor  relocation  because  in  the  case  of  a  minor 
elocation  the  contractor  does  not  have  to 
how  that  the  contract  is  "necessary  or 
esirable"  to  secure  an  adequate  provision  of 
ervices  as  such  a  relocation  will  provide 
ssentially  the  same  services  to  patients. 

According  to  Regulation  26(3)  in  order  to 
e  a  minor  relocation  the  following  must  apply 
I  It  must  be  a  minor  relocation 
I  There  must  be  no  change  in  services 
I  There  must  be  continuity  of  contract 

(subject  to  some  discretion  on  the  part  of 

the  FHSA). 

The  regulations  provide  that  a  minor 
elocation  is  a  relocation  within  the 
'neighbourhood"  and  the  DoH  guidelines 
efine  this  in  terms  of  population  by  indicating 
nat  essentially  the  same  population  should  be 
erved  by  the  pharmacy.  This  might  be 
istified  by  arguing  that  if  the  same  population 
s  being  served  then  the  catchment  area  for 
ne  pharmacy  must  be  geographically  the 
ame  also.  Clearly  the  area  plus  population 
erved  is  more  relevant  than  the  distance 
/hich  the  pharmacy  moves. 

Taking  over  an  existing  contract 

'he  NHS  legislation  also  provides  specifically 
hat  the  NHS  contract,  once  granted,  is 
ransferable  from  one  contractor  to  another 
irovided  that  the  incoming  contractor  fulfils 
he  requirements  of  the  medicines  legislation 
oncerning  eligibility,  ie  is  a  registered 


pharmacist,  a  partnership  of  registered 
pharmacists  or  a  body  corporate  (see  above). 

When  such  a  transfer  is  envisaged  the 
incoming  contractor  should  apply  to  the  FHSA 
for  the  necessary  form  (FP26)  and  make  a  full 
application  in  the  first  instance  —  there  is  no 
need  to  make  application  for  preliminary 
consent  nor  to  be  subjected  to  the  FHSA 
tests. 

The  incoming  contractor  need  only  to  give 
an  assurance  that: 

■  The  same  NHS  services  will  be  provided 

■  There  will  be  no  break  in  the  provisions  of 
those  NHS  services. 

Provided  that  those  criteria  are  met  the 
FHSA  is  required  to  include  the  new 
contractor  on  the  pharmaceutical  list.  There 
is  a  right  of  appeal  by  contractors  adversely 
affected  but  as  such  a  transfer  is  a  retention  of 
the  "status  quo",  such  appeal  is  more 
apparent  than  real. 

Additional  or  change  of  services 

As  in  the  application  to  provide  services,  the 
applicant  states  the  services  to  be  provided, 
eg  supply  of  drugs  and  medicines ,  the  supply 
of  appliances,  oxygen  services,  etc.  Where 
the  pharmacist  wishes  to  add  contractual 
services  or  to  delete  the  contractual  services 
from  those  being  provided,  application  must 
be  made  to  the  FHSA  as  a  variation  to  the 
existing  contract. 

The  most  common  case  for  such  an 
application  to  be  made  will  be  where  a 
pharmacist  wishes  to  provide  or  to  cease 
providing  an  oxygen  service.  In  such  cases  the 
FHSA  will  make  the  decision  and  notify  the 
contractor  of  its  agreement  or  otherwise. 
There  is,  therefore,  no  unilateral  right  for  a 
contractor  to  change  the  range  of  contractual 


services  provided.  In  this  context  it  is 
particularly  important  to  note  that  rota 
services  are  contractual  services  which  must 
be  insisted  upon  by  the  FHSA  where  the 
FHSA  deems  them  to  be  necessary  and, 
equally,  the  FHSA  may  reduce  rota  services 
where  it  is  deemed  appropriate  to  do  so. 

Natural  justice 

In  dealing  with  any  application  the  FHSA  must 
apply  the  rules  of  natural  justice  and  provide 
the  right  of  the  applicant  to  present  a  case  to 
the  FHSA  and  to  reply  to  any  objections 
raised. 

The  applicant  should  always  be  prepared  to 
attend  at  the  FHSA  office,  to  supplement  the 
application  with  oral  evidence  and  to  attend 
any  hearing  organised  by  the  FHSA. 

Presentation 

Finally,  a  note  on  presentation: 

1.  Forms  sent  out  from  the  FHSA  should  be 
fully  completed 

2.  Points  argued  relating  to  the  two  tests 
should  be  relevant  to  those  tests 

3.  Additional  submissions  supporting  the  case 
should  be  typewritten  using  good  quality 
equipment  and  paper  as  they  will  of 
necessity  be  copied  for  distribution 

4.  Factual  information  supporting  the  case  (eg 
prescription  numbers)  may  be  circulated 
to  all  interested  parties.  Under  the  rules  of 
natural  justice  reliance  cannot  be  placed  on 
information  not  made  available  for  "cross 
examination' '  by  the  opposing  party 

5.  Before  making  an  application  read  the 
application  form  thoroughly  and  study  the 
latest  DoH  guidelines. 


MEET  TWO  OF  YOUR 
MOST  IMPORTANT 
NEW  CUSTOMERS 

Pet  owners  are  as  health  conscious  about  their  pets  as  they 
are  about  themselves.  More  and  more  are  realising  the 
benefits  of  adding  a  food  supplement  to  their  pet's  diet, 
which  is  why  we've  introduced  a  complete  range  of  natural 
and  effective  food  supplements. 

The  highly  successful  range  of  Vitapet  is  available  through 
your  wholesaler  or  in  this  trial  display  pack  from  your  Seven 
Seas  representative. 

Take  advantage  of  this  new  super  ^aaaa— 

c  .  ,  Caring  for 

profit  opportunity  and  wurpet. 
stock  up  today.  A  From  a  featherweight.  | 


THE  BEST  BET  FOR  ANY  PET. 


Seven  Seas  Veterinary  Division,  Marfleet, 
Hull  HU9  5NJ.  Tel:  0482  75234. 
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OTC  REMEDIES 


Pharmacists  will  soon  be  able  to  counter  prescribe 
nicotine  chewing  gum.  Eileen  Wilson,  MRPharmS, 
examines  this  new  advance  in  the  battle  against  smoking 

Kicking  the  habit 


Each  day  300  people  in  the  UK  die 
from  smoking-related  disease. 
The  percentage  of  the  adult 
population  who  smoke  has 
dropped  by  1  per  cent  to  32  per 
cent  since  1986.  Slightly  more 
men  than  women  smoke  and  both 
sexes  are  showing  a  reducing 
prevalance.  Smoking  is 
commonest  among  women  aged 
20  to  24  years  and  20  to  49-year- 
old  men. 

Men  smoke  on  average  120 
cigarettes  per  week  while  women 
get  through  99.  In  both  sexes 
heaviest  smoking  occurs  in  the  35 
to  49-year-old  age  band. 

Addiction 

Behind  the  statistics  lies  the 
powerful  psychological  and 
pharmacological  addiction  of 
tobacco  smoke.  Tolerance  to  its 
effects  and  withdrawal  symptoms 
are  seen  and  the  relapse  rate  for 
people  who  give'  up  is  similar  to 
those  for  heroin  and  alcohol. 

Many  social  factors  affect  the 
onset  of  smoking  and  the 
maintenance  of  the  habit.  The 
most  important  factor  is  peer 
group  pressure  and  in  particular 
the  number  of  friends  who  smoke. 


Example  of  parents  and  older 
siblings,  social  class,  type  of 
school  and  age  of  leaving,  have 
also  been  shown  to  be  important 
variables.  One  study  showed  that 
62  per  cent  of  boys  whose  friends 
smoked  were  smokers,  while 
none  of  those  with  non-smoking 
friends  did. 

Psychological  factors 
influencing  smoking  include  the 
"pleasurable"  effects  derived 
from  nicotine  such  as  stimulation 
of  pleasure  centres  in  the  brain, 
increased  alertness,  enhanced 
performance  and  relief  of  anxiety 
and  stress.  Each  cigarette 
delivers  the  pleasurable  effects 
while  at  the  same  time  relieving 
the  negative  aspects  associated 
with  nicotine  withdrawal. 

Pharmacology  of  nicotine 

About  l-2mg  of  nicotine  is 
absorbed  per  cigarette,  delivered 
in  boluses  of  0.05-0. 15mg  per 
puff.  Some  90  per  cent  of  nicotine 
inhaled  in  smoke  is  absorbed. 
Nicotine  has  a  short  half  life  in  the 
brain  of  about  five  minutes.  Peak 
blood  levels  occur  around  the  time 
of  a  cigarette  being  extinguished 
with  a  steep  decline  until  the  next 


is  smoked  (see  figure  1). 

Nicotine  has  powerful 
pharmacological  effects.  In  the 
brain  nicotine  is  believed  to  affect 
the  release  of  three  main 
neurotransmitters  —  nor- 
adrenaline, dopamine  and 
serotonin.  It  has  a  triphasic  effect, 
initially  interacting  with 
acteylcholine  receptors  to  cause 
stimulation,  followed  by  inhibition 
because  the  nicotine-Ach- 
receptor  complex  takes  a  long 
time  to  dissociate. 

Small  doses  of  nicotine  tend  to 
produce  stimulant  effects  while 
larger  doses  are  usually 
depressant.  Overdoses  lead  to 
blockage  of  nerve  transmission 
and  death. 

Heavy  smokers  seem  to  be 
able  to  titrate  for  optimum  nicotine 
level  —  deep  inhalation  leads  to 
calmness  while  shallow  inhalation 
causes  stimulation.  Thus  if  low 
nicotine  cigarettes  are  used  the 
dependent  smoker  may 
compensate  by  increasing  puff 
frequency  and  volume. 

Small  doses  cause  an  increase 
in  heart  rate  and  blood  pressure 
(caused  by  vasoconstriction)  and 
reflex  tachycardia,  by  stimulation 
of  acetylcholine  receptors  in  the 


autonomic  nervous  system.  An 
abnormal  increase  in  rate  and 
depth  of  respiration  (hyperpnoea) 
is  seen  with  low  doses  while  larger 
doses  stimulate  the  respiratory 
centre.  Overdoses  cause 
paralysis  of  the  respiratory  centre 
and  death. 

Nicotine  also  affects  bowel 
activity.  Intestinal  tone  and 
motility  are  decreased  and 
stomach  emptying  delayed  giving 
"greater  satisfaction"  when  a 
cigarette  is  smoked  after  a  meal. 


Smoking  and  disease 

Many  of  the  2,000  chemicals  that 
make  up  cigarette  smoke  are 
irritants  and  carcinogens.  Studies 
have  shown  a  close  association 
between  tobacco  smoke  and 
cardiovascular  disease,  certain 
types  of  cancer  and  chronic 
obstructive  airways  disease. 
Stopping  smoking  leads  to  a  long- 
term  reduction  in  tobacco-related 
disease. 

Both  carbon  monoxide  and 
nicotine  are  believed  to  lead  to  the 
development  of  heart  disease. 
Carbon  monoxide  decreases  the 
capacity  of  haemoglobin  to 
transport  oxygen  by  binding  to 
form  carboxyhaemoglobin.  Those 
who  suffer  with  angina,  ischaemic 
heart  disease  or  peripheral 
vascular  disease  are  particularly 
susceptible  to  increased  levels  of 
carbon  monoxide  which  can 
reduce  exercise  capacity.  Carbon 
monoxide  also  increases  platelet 
stickiness  and  may  promote 
transport  of  cholesterol  through 
the  arterial  wall. 

Smoking  has  been  shown  to 
impair  defence  mechanisms 
against  malignant  tumours.  A  19 
per  cent  excess  of  deaths  from 
lung  cancer  among  male  smokers 
has  been  shown  in  one  study. 
Smokers  also  have  a  higher  risk  of 
cancer  of  the  mouth,  throat  and 
oesphagus  than  non-smokers. 
Bladder,  kidney  and  pancreatic 
cancer  have  also  been  shown  to  be 
greatly  increased. 

Cigarette  smokers  have  more 
chest  illnesses  than  non-smokers 
and  chronic  bronchitis  and 
emphysema  account  for  one  in  ten 
smoking-related  deaths.  Smoking 
also  affects  the  incidence  and 
delays  healing  of  gastric  and  peptic 
ulcers,  and  an  increase  in  death 
rate  has  been  shown. 
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SMOKING 
BEHAVIOUR 


Giving  up 


here  is  increasing  pressure 
gainst  smoking  in  society, 
estrictions  on  smoking  in  the 
orkplace  and  in  public  places  are 
1  the  increase.  There  is  also 
ear  evidence  that  "passive" 
noking  adversely  affects  the 
;alth  of  non-smokers. 

Despite  widespread 
vareness  of  the  adverse  effects 
'  smoking  and  public  campaigns 
'  give  up,  many  fail  to  do  so. 
round  6  per  cent  of  smokers 
tempt  to  give  up  each  month  and 
5  per  cent  of  smokers  want  to 
ve  up  altogether.  Three  out  of 
ur  current  smokers  have  tried  to 
ve  up  and  cannot,  and  only  2  per 
:nt  of  cigarette  smokers  manage 
>  limit  themselves  to  occasional 
■  intermittent  smoking. 

Stress  and  tension  are  given  as 
le  commonest  reasons  for 
;suming  smoking  except  in 
)unger  age  groups  (16-24-year- 
ds)  who  blame  socialising  with 
nokers.  A  variety  of 
sychological  methods  such  as 
/pnosis  and  aversion  therapy,  as 
ell  as  OTC  smoking  aids  have 
ien  used.  Most  methods  have  a 
lccess  rate  of  about  20  per  cent 
7  people  who  are  still  abstinent 
ter  one  year. 

Withdrawal  symptoms 
xperienced  on  giving  up 
garettes  include  anxiety, 
iadache,  irritability,  weight  gain, 
Dnstipation,  difficulty  in 
)ncentrating,  drowsiness  and 
raving  for  tobacco.  Many 
ithdrawal  symptoms  can  be 
leviated  by  the  use  of  nicotine 
^placement  therapy  which  has 
een  prescribable  since  1980. 

Nicotine  chewing  gum 

harmacists  will  soon  be  able  to 
aunterprescribe  nicotine 
lewing  gum  as  an  aid  to  smoking 
sssation.  Marketed  by 
undbeck,  Nicorette  contains 
cotine  resin  2mg  in  a  buffered 
Dlyacrilex  gum  that  releases  the 
nag  in  the  mouth  where  it  is 
3sorbed  through  the  mucosa.  If 
fallowed,  nicotine  undergoes 
rst-pass  metabolism  in  the  liver 
id  is  de-activated. 

Chewing  gum  was  chosen  as 
le  delivery  mechanism  because  it 


allows  patients  to  titrate  the  dose 
effectively,  but  does  not  give  the 
peaks  associated  with  smoking, 
explains  David  Hewitt,  product 
manager  for  Nicorette  (see  fig  1). 

Controlled  trials  with  nicotine 
gum  compared  to  placebo  show  a 
doubling  of  the  stopping  rate  to 
about  40  to  50  per  cent,  says  Dr 
Chris  Steele,  a  Manchester  GP 
who  has  run  smoking  cessation 
clinics  for  the  past  15  years. 

He  believes  pharmacists  are  in 
an  ideal  position  to  advise  on  the 
correct  usage  of  the  gum  (see 
box).  A  chew-rest-chew  cycle  is 
advocated  for  optimum  absorption 
and  minimum  side-effects.  If 
patients  chew  too  fast  too  much 
nicotine  is  released  resulting  in 
acid  reflux,  indigestion,  heart  burn 
and  a  foul  taste.  "The  patients 
have  direct  control  over  the  rate  of 
release  in  the  bloodstream,  and  if 
they  don't  chew  it  correctly  it 
won '  t  work , "  say s  Dr  Steele . 

If  used  correctly  one  piece 
should  last  about  30-45  minutes. 
Incorrect  technique,  and  low 
usage  for  too  short  a  period  of 
time  are  the  biggest  problem  with 
gum  usage,  says  Dr  Steele. 

For  the  first  two  weeks  the 
gum  should  be  chewed  as  freely  as 
possible  to  maintain  low  blood 


Chewing  cycle 

1 .  Chew  gum  a  few  times 

2.  Taste  becomes  strong 

3.  Rest  Nicorette  between  gum 
and  cheek 

4.  Wait  for  taste  to  fade 


levels  of  nicotine.  He  suggests 
chewing  one  piece  every  hour  for 
the  first  three  to  four  days  with 
consumption  subsequently 
reduced  to  one  piece  every  time 
the  patient  wants  to  smoke. 

Though  most  will  manage  to 
give  up  completely  after  a  few 
weeks,  patients  will  need  to  carry 
on  using  the  gum  for  at  least  three 
months  before  it  is  tailed  off 
gradually,  so  follow-up  is 
important.  A  recommended 
reduction  regime  is  to  cut  down  by 
one  piece  per  day  every  week. 

Addiction  to  nicotine  gum  is 
very  rare  as  each  2mg  piece  is 


equivalent  to  one-third  the 
nicotine  content  of  a  cigarette  and 
the  peaks  seen  with  smoking  are 
absent.  It  should  be  pointed  out  to 
patients  that  use  of  the  gum  does 
not  give  the  positive  satisfaction 
that  smoking  does. 

Choosing  patients 

Pharmacists  should  choose 
motivated  patients  especially 
those  with  smoking  related 
disease.  For  instance,  if  a  smoker 
has  been  supplied  a  course  of 
antibiotics  for  a  chest  infection, 
suggest  that  they  come  back  to 
see  you  after  it  has  cleared  up. 

When  to  refer 

Use  the  20:20  rule  -  if  the  first 
cigarette  in  the  morning  is  smoked 
within  20  minutes  of  rising,  and 
consumption  is  higher  than  20  a 
day,  refer  to  the  GP  as  the  4mg 
chewing  gum  (which  will  remain 
on  prescription  as  Nicorette  Plus) 
may  be  required.  Patients  should 
also  be  referred  if  they  are  still 
"dying  for  a  cigarette"  after 
proper  chewing  or  if  they  chew 
more  than  15  pieces  a  day  of  the 
2mg  after  a  few  days. 

Advice  to  patients 

•  Choose  a  specific  day  to  quit. 

•  Get  rid  of  all  cigarettes  and  hide 
ashtrays  away. 

•  "Cash  not  ash":  giving  up  will 
save  £600  a  year.  Put  money  you 
would  spend  on  cigarettes 
somewhere  prominent  so  you  can 
see  how  much  you  are  saving. 

•  If  offered  a  cigarette  say  "I 
don't  smoke"  rather  than  "I  am 
trying  to  give  up". 

•  Ask  patients  to  come  in  at 
regular  intervals  for  follow  up  and 
encouragement. 

Female  smokers 

Women  require  precise 
instructions  as  they  are 
particularly  sensitive  to  the  side- 
effects  of  nicotine  chewing  gum, 
says  Dr  Steele.  Many  may  be 
worried  about  an  increase  in 
weight  on  giving  up  smoking. 
Nicotine  is  an  appetite  supressant 
and  increases  metabolic  rate.  The 
best  advice  is  to  diet  after  quitting 
smoking. 

Women  may  also  find  the  gum 
tastes  too  strong.  If  so  advise 
them  to  suck  rather  than  chew,  or 
try  chewing  half  a  piece  at  a  time . 
Nicotine  gum  may  also  be  mixed 
with  confectionery  gum  to  make 
the  taste  more  acceptable. 
■  The  Minister  of  Health  has  con- 
firmed that  from  May  1  pharm- 
acists will  be  able  to  supply  the 
2mg  strength  of  a  nicotine 
chewing  gum,  licensed  as  an  aid  to 
smoking  cessation,  without  pre- 
scription (C&D  April  20,  p633): 
stocks  of  new  packs  will  be 
available  soon  after,  Lundbeck 
say. 


PILLS 

OUR  CUSTOMERS 
SPEAK  FOR  THEMSELVES 

"It's  brilliant,  it's  the  best, 

it's  fabulous."  David 
McNaughton  M.R.Pharm.S. 
of  Tranent. 

"Prescription  up  46%. 
Stock  down  £10,000.  Tony 
Allen  M.R.Pharm.S.  of 
Plymouth 

"Marvellous  —  so  easy  to 

use  —  locums  love  it, 
doctors  love  the  leaflets." 
N.B.  Patel  M.R.Pharm.S.  of 
Romford,  Essex. 

"PILLS  is  fast  and  user 
friendly."  Tom  Baker 
M.R.Pharm.S.  of  Bracknell, 
Berkshire. 

"PILLS  has  changed  my 
life.  My  work,  is  so  much 
more  interesting."  Mark 
Adams  M.R.Pharm.S.  of 
Chingford 

PILLS  have  a  team  of 
pharmacist  at  the  end  of  the 
telephone,  for  help  with 
software,  hardware  or  data,  or 
to  arrange  a 


a/ten/  .^eco  idb 


Herum  mended 


FREE  NO  OBLIGATION 
DEMONSTRATION  OF 
THE  BEST  SYSTEM  ON 
THE  MARKET 


COMPUTING  LTD 

Nunn's  Corner,  Sandy  Lane, 

Stourport-on-Severn, 
Worcestershire  DY13  9QB. 
Telephone:  0299  827826 
Fax:  0299  827393 
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C&D  INTERVIEW 


As  the  dust  settles  around  Allen  Lloyd  following  his  latest  and  most  spectacular  coup,  the  question  is  being  asked: 
what  kind  of  a  man  is  this?  C&Dwut  to  the  Midlands  to  find  out 

Man  in  the  news:  Allen  Lloyd 


Allen  Lloyd  is  dismissive  of  comparisons 
between  the  business  he  has  built  up  and 
Boots,  regarding  it  as  a  cliche.  Yet  when  the 
£55m  deal  to  buy  Kingswood-GK  and  Holland 
&  Barrett  goes  through  Lloyds  Chemists  will 
have  989  stores  and  this  very  competitive  man 
will  have  considerably  closed  the  gap  with  the 
High  Street  No  1. 

Mr  Lloyd  is  a  man  in  a  hurry  and  these  days 
he  is  also  a  man  with  a  clear  idea  of  what  he 
wants  from  life,  though  this  has  not  always 
been  so. 

"My  parents  owned  a  newspaper  shop.  At 
15  I  had  no  idea  of  what  I  wanted  to  do  for  a 
career.  I  was  studying  for  0  levels  when  I 
went  to  Lanchester  College,  Coventry,  to 
attend  a  careers  convention.  I  just  listened  for 
two  weeks :  one  of  the  speakers ,  John  Taylor 
of  Timothy  Whites,  spoke  on  pharmacy.  After 
the  talk  I  went  and  saw  him  and  he  invited  me 
to  work  for  the  shop  on  Saturdays." 

The  Saturday  job  for  Timothy  Whites  and 
later  Boots  lasted  until  Mr  Lloyd  became  a 
pre-reg  student  in  Coventry,  qualifying  as  a 
pharmacist  in  1972.  He  could  have  made  a 
career  at  Boots:  "But  I  could  see  progression 
in  Boots  was  too  slow  for  my  ambition.  So  I 
sold  the  house,  furniture,  everything  and  on 
February  4, 1973"  —  Mr  Lloyd  is  very  exact 
about  the  date  —  '  'I  opened  my  first  shop  in 
Polesworth". 

He  insists  he  never  had  an  ambition  to 
open  a  chain  of  shops :  '  'All  I  wanted  to  do  was 
run  one  community  pharmacy.  I  would  have 
had  to  wait  three  to  four  years  to  get  a  Boots 
one  to  run." 

Seven  day  service 

With  the  first  shop  Mr  Lloyd  started  as  he 
meant  to  go  on  —  opening  seven  days  a  week. 
It  is  still  open  seven  days  a  week.  "I  believe 
in  a  24-hour  approach  to  pharmacy;  it  is  the 
only  way  to  stop  the  growth  of  dispensing 
doctors. 

"It  should  be  possible  to  combine  the 
opening  of  shops  in  a  locality  to  provide  a 
24-hour  service.  The  pharmacists  must 
organise  to  be  on  a  bleeper  system  so  that 
there  is  always  someone  available  to  dispense. 
It  is  noticeable  that  in  Scotland  doctors  don't 
dispense. 

"Ideally,  the  principle  I  would  like  to 
operate  would  be  to  have  a  spare  pharmacist 
in  each  small  group  of  shops,  but  we  have  a 
different  situation  today  than  10  or  15  years 

ago. 

"Now  there  are  more  women  than  men 
and  more  younger  people,  and  that  means 
adjusting  hours  to  suit  them.  Job  share  is  very 
important  in  this." 

Mr  Lloyd  would  still  like  three  or  four 
pharmacies  run  by  five  or  six  pharmacists:  "I 
am  aiming  for  this  at  this  moment  in  time". 
However,  he  recognises  this  is  not  something 
he  can  do  without  the  cooperation  of  the 
pharmacists  themselves. 

Cherry  picking 

Hard  work  by  Mr  Lloyd  and  his  wife,  Marilyn, 
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who  did  the  accounts  in  the  early  days  and  who 
is  still  a  director  of  the  company,  grew  the 
business  into  a  small  then  larger  chain. 

"I  decided  to  do  our  own  wholesaling  at 
about  the  20-shop  stage."  It  started  above 
one  of  the  shops  as  a  "cherry  picking 
operation,"  and  even  when  it  grew  to  the 
point  where  it  needed  its  own  premises  —  a 
former  bottle  factory  —  Mr  Lloyd  insists  he 
only  distributed  products  he  could  find  on  very 
advantageous  terms. 

Full  line  wholesaling 

"It  was  not  until  we  had  100  stores  we  had  a 
full  line  wholesaling  system,"  he  recalls. 
Currently  Lloyds  Chemists  distributes  over 
85  per  cent  of  drugs  and  ethicals  and  100  per 
cent  of  the  toiletries  and  paper  items  carried 
by  his  pharmacies. 

Though  he  is  running  a  wholesale 
operation  "with  only  ourselves  as 
customers"  Mr  Lloyd  believes  the  way  in 
which  he  runs  the  warehouse  is  on  a  par  with 
Unichem  or  Vestric. 

In  1986  the  company  went  public  and  that 
year  also  saw  the  introduction  of  what  is  now 
a  key  part  of  the  Lloyd  Chemists'  strategy  — 
own  label  front  of  shop  products.  "When  we 
went  public  in  '86  we  had  36  own  label  lines: 
now  we  have  over  1 ,200  and  will  build  it  up  to 
1,500  soon. 

"Own  label  accounts  for  around  26  per 
cent  of  retail  sales,"  says  Mr  Lloyd. 

The  importance  of  own  label  sales  to  the 
business  cannot  be  overstated,  for  it  is  Lloyd's 
apparent  ability  to  improve  sales  and  gross 
margins  which  is  the  justification  for  many  of 
his  acquisitions.  In  the  document  announcing 
the  Kingswood-GK  chain  this  is  spelt  out 
directly:  "Lloyds  intends  to  introduce  its 
range  of  own  label  product  lines  and  the 
directors  expect  this  to  produce  beneficial 
effects  upon  sales  and  gross  margins." 

Allen  Lloyd  himself  is  explicit  about  this: 
"Our  gross  margins  have  continued  to  grow 
despite  the  fact  that  gross  margins  on 
prescriptions  are  declining  at  an  alarming  rate. 
Lloyds  Chemists'  growth  in  cash  sales  and 
cash  sales'  margins  have  grown  quicker  than 
the  decline  in  prescription  margins. 

PSNC  experiences 

"However,  I  regard  the  fall  in  prescription 
margins  as  particularly  serious,  which  is  why 
I  joined  the  Pharmaceutical  Services 
Negotiating  Committee."  Allen  Lloyd  picks 
his  words  with  care  when  he  is  asked  about  his 
experience  of  PSNC.  "I  am  enjoying  the 
challenge  but  I  do  become  exasperated,"  he 
says . ' '  PSNC '  s  role  for  the  future  is  clearly  an 
important  one.  There  is  no  cost-plus  contract 
to  protect  PSNC  from  controlling  overheads. 
Now  PSNC  is  in  negotiation  once  a  year  it 
needs  to  control  its  costs  as  it  gets  its  funds 
directly  off  the  contractors. ' ' 

Mr  Lloyd  is  anxious  the  PSNC  gets  the 
right  perspective  of  his  company:  "I  have  to 
make  those  on  PSNC  realise  we  are  458  - 
now    617  individual  community 


pharmacies." 

He  resists  the  suggestion  that  the  growth 
of  Lloyds  Chemists  takes  individual 
pharmacies  out  of  the  market,  making  it 
harder  for  newly  qualified  pharmacists  to  buy 
their  own  businesses.  "The  effect  of  our 
activities  is  insignificant;  if  you  look  at  the 
businesses  we  own  you  will  find  that  all  Lloyds 
have  done  is  group  together  a  number  of 


Lloyds  Chemists '  chairman  and  chief  executive 
Allen  Lloyd:  '  'I  believe  pharmacies  as  a  whole 
should  extend  opening  hours,  setting  up  10 
o  'clock  stores  in  every  city 


smaller  groups." 

Moreover  he  believes  the  opportunities 
are  still  the  same  for  young  pharmacists  to  [ 
begin  their  own  businesses  as  when  he  began 
some  18  years  ago.  But  he  warns:  "My  advice 
is  do  not  get  mixed  up  in  franchise  schemes  or 
wholesaler  loan  schemes;  you  are  bound  to  be 
paying  a  lot  for  the  money.  Go  to  the  bank,  and 
if  it  is  a  good  proposition  you  will  get  the 
money." 

Drugstores  operation 

He  is  bullish,  too,  about  the  Lloyds 
Drugstores  Division  run  by  his  brother  Peter, 
despite  the  fact  that  many  pharmacists  see 
drugstores  as  direct  competition  to  their 


CHEMIST  &  DRUGGIST  27  APRIL  1991 


msiness. 

"I  believe  drugstores  are  taking  more 
:ustomers  away  from  grocers  and  markets 
han  pharmacies.  It  is  the  customer  who  would 
arely  use  the  pharmacy  anyway  who  is 
urning  to  the  drugstore,"  he  says.  "In  any 
:vent,  the  majority  of  pharmacies  in  the 
:ountry  can't  expect  to  have  the  business  if 
hey  don't  merchandise  and  present  the  store 
n  the  right  fashion. 

"Drugstores  are  here  to  stay.  We  didn't 
;et  into  them  until  1986  and  not  in  a  big  way 
intil  the  following  year. 

Allen  Lloyd  is  certainly  not  afraid  of 
growing  his  business  into  new  areas  as  the 
looker  deal  demonstrates,  for  the  company 
vill  suddenly  have  a  third  trading  division, 
lealthfood  shops. 

The  Financial  Times,  at  least,  is  puzzled 
>y  the  move,  arguing  that  the  commercial  logic 


is  elusive  and  speculating  that  Booker  insisted 
on  Holland  &  Barrett  being  part  of  the 
package.  Yet  the  risk  of  the  diversification  is 
likely  to  be  reduced  by  Lloyds'  plan  to  sell 
H&B  goods  in  its  pharmacies  and  drugstores 
and  put  Lloyds  own  label  products  in  Holland 
&  Barrett,  effectively  bring  the  health 
products'  group  close  the  centre  of  Lloyds' 
business. 

Pharmacy  standards 

Mr  Lloyd  is  unafraid  of  expressing  his  opinion 
on  pharmacy  standard.  "It  is  a  subject  I  am 
very  concerned  about.  We  have  got  the 
FHSAs  making  a  play  to  be  able  to  control 
them.  Pharmacists^  must  get  a  grip  on 
standards  before  they  are  taken  out  of  their 
hands.  I  believe  the  Pharmaceutical  Society 
must  get  control  of  this  one.  It  must  do  more 


to  improve  standards  throughout  pharmacy. 

"I  must  say  some  of  the  standards  we 
have  found  when  we  have  taken  over 
businesses  have  been  atrocious." 

As  part  of  the  group's  strategy  to  keep  a 
hand  on  standards  it  has  introduced  district 
pharmaceutical  officers  as  part  of  a  general 
restructuring  of  the  chemist  division.  "We 
were  concerned  that  while  an  area  manager 
can  look  in  at  a  store  it  isn't  really  possible  to 
know  what  is  going  on  without  working  there 
for  a  day . ' '  Now  there  is  one  area  manager  for 
every  15  shops  where  there  was  one  for  every 
30 ,  and  the  DPO  is  able  to  work  in  each  of  the 
stores  in  an  area  to  keep  an  eye  on  standards. 
"The  DPO  is  there  to  look  after  pharmacy 
interests." 

All  management  structures  have  their  own 
headaches,  however,  and  Mr  Lloyd  says  he  is 
disappointed  there  are  not  enough  quality 
pharmacists  who  want  to  become  area 
managers.  Over  half  the  pharmacists  in  Lloyds 
are  women  and  Mr  Lloyds  finds  this  "cuts 
down  the  options, ' '  as  "only  a  limited  number 
of  women  want  to  do  the  'travelling  around' 
jobs". 

A  dark  moment 

Allen  Lloyd  is  a  passionate  man  and  a  mention 
of  a  dark  moment  in  his  career,  when  he  was 
found  to  have  been  paying  some  staff  below 
JIC  rates,  elicits  a  fierce  response.  "It  has 
always  been  our  policy  to  pay  JIC  rates , ' '  he 
insists.  '  'The  first  I  knew  about  it  was  an  FPC 
complaint  in  Birmingham.  On  a  technicality, 
they  were  right.  We  did  a  full  investigation  and 
found  a  few  people  had  been  underpaid;  we 
paid  them  all  the  back  money  owed  to  them. ' ' 

He  explains  it  by  the  problems  associated 
with  rapid  expansion  of  the  group.  "At  the 
time  we  had  two  or  three  wages  departments, 
but  now  we've  consolidated  this  onto  a  single 
computer.  You  can  never  do  well  and  grow 
your  business  unless  you  deal  with  people 
fairly.  I've  a  very  clear  conscience  about  the 
way  we  run  ours." 

Allen  Lloyd  relaxes  by  taking  an  interest  in 
motocross  —  motorcycle  sidecar  racing. 
Characteristically,  he  does  not  do  the  job  by 
halves,  and  the  company's  sponsored  team 
has  won  the  British  Championships  for  the 
past  three  years.  Now  he  plans  to  take  the 
team  into  the  professional  world  of  grand  prix 
racing.  "Marilyn  and  I  walk  the  track  and  talk 
about  how  it  should  be  done,  then  we  watch 
Geoff  and  George  (Geoff  Wright,  head  of 
Lloyds'  transport  division,  and  George 
Lockley)  do  it  for  real."  Just  the  pastime  for 
a  man  in  a  hurry. 


WYETH  S  REGULAR  TELEPHONE 
SERVICE  ENSURES  YOU  NEVER 
RUN  SHORT  OF  OUR  QUALITY 
GENERIC  PRODUCT'S  


. . .  WHICH  INCLUOE 
WYETH  TEMAZEPAM 
CAPSULES  ANO  TABLETS. 


RING  US  ON 

(0628)  604377 
extn.  4519 
or  let  us  call  you  on  a 
regular  basis 

WYETH* 


GENERICS 


QUALITY  ASSURED 
SERVICE  ASSURED 

Wyeth  Laboratories,  Taplow,  Maidenhead,  Berks 

'trade  mark 
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BUSINESS  NEWS 


Joint  venture 
for  Medeva 

Medeva  have  entered  into  a 
preliminary  agreement  with 
Institute)  Llorente  to  distribute  the 
combined  Medeva  and  Llorente 
ranges  of  human  vaccines.  A  joint 
venture  company  has  been 
formed  which  will  own  all  the  two 
companies'  human  vaccine 
registrations  in  Spain. 

Medeva  will  own  60  per  cent  of 
the  company  and  Llorente  the 
remaining  40  per  cent.  It  will  be 
supplied  with  vaccines  from  both 
Medeva 's  factory  in  the  UK  and 
Llorente 's  in  Spain. 

Medeva  chairman  Bernard 
Taylor  said:  "Institute)  Llorente  is 
Spain's  largest  and  best  known 
supplier  of  vaccines  and  we  are 
delighted  to  be  associated  with 
them.  Bringing  our  two 
businesses  together  in  Spain  will 
create  a  strong  company  and 
capitalise  on  Medeva's  skills  and 
vaccine  production  capacity.  It  will 
also  be  our  first  direct 
involvement  overseas. ' ' 


Nurdin  grow 

Nurdin  &  Peacock  are  opening  a 
new  branch  in  Blackpool  on 
Monday.  The  103,000sq  ft 
warehouse  is  at  Brunei  Way  on 
Blackpool's  Fylde  Industrial 
Estate. 

Some  930sq  metres  are 
devoted  to  non-foods  including 
health  and  beauty  aids.  The  new 
branch  will  trade  for  seven  days  a 
week  with  three  late  evenings. 

The  British  subsidiary  of  the  Swiss 
generics  group  Lagap  has  been 
sold  to  an  investment  group  in  the 
UK .  The  new  managing  director  is 
Neil  Gregory,  who  has  been 
advising  Lagap  as  a  marketing 
consultant. 

The  company  intends  to 
expand  its  product  range  in  the 
antibiotics  sector  and  enlarge  the 
sales  force  from  three  to  15  by  the 
end  of  next  year. 

Lagap  sold  the  UK  subsidiary 
because  it  has  not  expanded  in  line 
with  the  overall  generics  market  in 
the  last  decade. 


Unichem  plan  for  rapid 
growth  of  franchising 


As  Unichem  announce  the 
purchase  of  another  pharmacy  the 
company's  chairman,  Lord 
Rippon,  has  told  shareholders  the 
company  is  planning  a  rapid 
development  of  its  franchise 
scheme. 

Following  its  purchase  of  four 
pharmacies  in  Plymouth  (C&D 
last  week,  p675)  Unichem  have 
bought  the  Loddon  branch  of  the 
small  Norfolk  group  Rees  T. 
Coghlan. 

The  shop  had  a  turnover  of 
£700,000  last  year  and  Unichem 
are  paying  £500,000  for  the 
business.  Unichem  director  David 
Walker  told  C&D  he  was  hopeful 
the  present  manager  David 
Hamblin  would  become  the 
franchisee. 

Mr  Hamblin  said:  "I'm  very 
hopeful  as  well.  I  think  it's  a  good 
deal,  benefiting  all  three  parties.  I 
have  been  manager  here  since 
1982  and  a  director  of  Coghlans 
since  1985.  We  have  been 
interested  in  Unichem's 
franchising  scheme  from  the 
outset." 


Mr  Coghlan,  65,  who  is  said  to 
be  entering  retirement,  still  owns 
two  pharmacies  in  Norfolk. 

In  his  statement  in  the 
company's  annual  report  Lord 
Rippon  tells  shareholders:  "We 
are  receiving  a  high  level  of 
interest  in  our  programme  from 
pharmacists  throughout  the 
country  and  we  look  forward  to 
the  rapid  development  of  this 
activity." 

A  Unichem  spokesman  told 
C&D  that:  "We  are  not  setting 
any  targets  for  the  purchase  of 
pharmacies."  Nevertheless, 
there  were  some  50  plus 
purchases  in  the  pipeline  and  "by 
the  end  of  May  we  might  have  10 
or  20  completed". 

In  the  annual  report  Lord 
Rippon  tells  shareholders 
Unichem  are  also  aiming  to  be 
recognised  as  a  major  national 
supplier  to  hospitals.  "This  sector 
offers  great  potential  and  is 
receiving  close  attention  from  our 
marketing  team.  Rapid  growth 
was  achieved  during  the  year. ' ' 
The  AGM  is  on  May  16. 


Solomon  Kasumba  of  Sheffield  talks  to  Unichem  chief  executive  Peter 
Dodd  (right)  at  an  "at  home"  at  the  company's  Leeds  branch.  Over  200 
customers  and  staff  attended  the  event 


CBI  detects 
retail  rise 

Retail  sales  for  March  were  up 
compared  to  a  year  ago,  the  first 
time  this  has  happened  since 
December,  says  the 
Confederation  of  British  Industry. 

However  for  wholesalers 
volumes  remain  well  down. 

The  CBI's  chairman  Nigel 
Whittaker  said:  "This  survey 
could  provide  an  indication  that  the 
worst  of  the  recession  in  the  High 
Street  is  behind  us.  However,  the 
boost  in  sales  could  equally  be 
explained  by  the  early  Easter  and 
the  rush  to  buy  before  the 
increase  in  VAT. ' ' 

Overall,  distributive  trades 
firms  reported  a  fall  in  the  volume 
of  sales  in  March  compared  with  a 
year  ago.  Some  52  per  cent 
reported  a  decline  with  only  27  per 
cent  saying  they  registered  an 
increase,  giving  a  balance  of  -25 
per  cent.  However  this  is  still  less 
than  the  negative  balance  for 
February,  which  was  -32  per  cent. 

For  the  eleventh  consecutive 
month  distributors  report  that 
they  have  placed  a  lower  volume 
of  orders  with  their  suppliers  than 
in  the  same  month  a  year  ago. 

The  CBI's  survey  indicates 
that,  as  sales  volumes  continue  to 
decline,  distributors  still  regard 
their  stocks  as  too  high. 

Despite  the  perceived  pick-up 
in  volumes  retailers  reported  that 
sales  in  March  remained  poor  for 
the  time  of  year.  Nevertheless, 
the  balance  of  -9  per  cent 
compares  with  a  balance  of  -22  per 
cent  in  February,  though  a  year 
ago  it  was  + 18  per  cent. 
■  Seasonally  adjusted  retail  sales 
volumes  for  March  were  well  up 
on  January  and  February,  with  the 
index  standing  at  122.9 
(1985  =  100).  In  January  and 
February  sales  were  0. 75  per  cent 
higher  than  in  the  previous  three 
months  but  0.5  per  cent  down  on 
the  same  period  last  year. 
Producer  prices  in  March 
measured  with  the  output  price 
index  were  unchanged  at  6.3  per 
cent.  However,  the  input  price 
index  for  fuels  and  materials 
purchased  by  manufacturers  rose 
0.2  per  cent  between  February 
and  March. 
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Swains  directors  examine  the  workmanship  on  the  photographic 
wholesaler's  new  warehouse  and  office  extension.  From  left  to  right: 
Danny  Williams,  marketing  director,  Alan  Comer,  sales  director,  Chris 
Swain,  managing  director  and  Peter  Chambers,  operations  director 


ICI,  Wellcome  and  SB  receive 
Queen's  Awards 


BRIEFS 


eorge  Rowe,  a  former  national  sales 
nanager  and  Jane  Carter,  a  trade 
nd  marketing  executive  of 
'eaudouce  (UK)  have  formed 
heir  own  business  venture.  Sales 
nd  Marketing  Innovations  (SMI) 
/ill  focus  on  baby  products  and 
>ffer  sales,  distribution  and 
narketing  support  for  innovative 
.roducts.  Tel:  0562  825100. 
ustoms  and  Excise  have  ruled  that  Bio- 
,ight,  a  detoxifying  drink  which  is 
aid  to  aid  weight  loss,  should  be 
xempt  from  VAT.  Bio-Light 
nanufacturers  Bio-concepts  had 
>een  in  dispute  with  Customs  and 
Excise  since  the  product  was 
lunched  in  the  UK  last  year.  The 
ixclusion  of  VAT  from  the  RRP  of 
12.99  makes  a  difference  of 
1.69  which  the  company  has 
lecided  to  split  between  the 
ustomer  and  the  pharmacist  with 
new  RRP  of  £11.99. 
ow  &  Gate  have  moved  to 
Newmarket  Avenue,  Whitehorse 
business  Park,  Trowbridge, 
Viltshire  BAM  OXQ.  Tel:  0225 
'68381;  fax:  768847. 
ieneral  Healthcare  are  now  in  larger 
(remises  at  111  Blyth  Road, 
layes,  Middlesex  UB3  1DB. 
relephone  and  fax  numbers  are 
inchanged. 

Villiam  Ransom  &  Son  will  be  closed 
>n  the  Spring  Bank  Holiday  from 
>pm  on  Friday,  May  24  until 
Monday,  June  3. 

he  Body  Shop  International  have 
>ought  Cos-tec,  a  Sussex-based 
ieveloper  and  manufacturer  of 
:olour  cosmetics.  Cos-tec  supply 
some  50  per  cent  of  the  Body 
Shop's  Colourings  range  of 
osmetics.  They  also  supply  to 
afra,  Redkin  and  Oriflame 
international.  The  company  has  a 
38,OOOsq  ft  premises  and 
:urrently  employs  130  people. 
'Taken  with  our  recent 
acquisition  of  the  30  per  cent 
minority  interest  in  Colourings, 
iie  purchase  of  Cos-tec  will 
greatly  strengthen  the  group's 
;olour  cosmetics  business , ' '  said 
he  Body  Shop's  John  Jackson. 
I  moving  message  electronic  display 
mit  has  been  launched  by  Esprit 
Communications.  It  is  said  to  be 
he  first  such  unit  offering 
L6-colour  display,  and  is 
)rogrammed  via  a  hand-held 
emote  keypad.  Esprit  Commun- 
cations  (tel:  071-436  4343). 


The  names  of  ICI,  Wellcome  and 
Smithkline  Beecham  feature 
among  the  1991  winners  of 
Queen's  Awards  for  export  and 
technological  achievement. 

ICI  have  achieved  two 
technology  awards,  including  one 
for  the  development  of  Zoladex. 
The  second  was  for  a  liquid 
purification  process. 

ICI  chief  executive  officer 
David  Friend  said:  "Zoladex 
represents  not  only  a  significant 
advance  in  the  treatment  of 
prostate  cancer  —  the  third  most 
common  cancer  in  men  in  this 
country  —  but  also  a  major  step 
forward  in  drug  delivery 
technology,  only  needing  to  be 
administered  once  a  month. ' ' 

Smithkline  Beecham  have  won 
a  technology  award  for  Eminase, 
the  intravenous  thrombolytic. 

Wellcome  Foundation  have 
won  an  award  for  export 
achievement;  the  company  has 
more  than  doubled  exports  over 
the  past  four  years. 

However,  the  multinational 
drug  companies  and  their 
associates  were  not  the  only 
winners.  The  Royal  Marsden 
Hospital  has  won  a  technology 
award  jointly  with  the  Johnson 
Matthey  Technology  Centre  and 
the  drug  development  section  of 
the  Institute  for  Cancer  Research 
at  the  Royal  Cancer  Hospital:  they 
wre  all  involved  in  the 
development  of  platinum  anti- 
cancer drugs  and  in  particular,  the 
discovery  of  carboplatin. 


Carboplatin  has  comparable 
efficacy  to  cisplatin,  the  first 
platinum  anti-cancer  drug,  in 
terms  of  response  and  survival  but 
produces  much  less  toxicity,  so 
patients  may  be  treated  on  an  out- 
patient basis. 

Simcare  have  also  been 
honoured  with  a  technology  award 
for  their  Symphony  toilet- 
disposable  colostomy  bags.  The 
bags  are  manufactured  from  a 
laminated  plastic  film  which  is 
water  soluble  on  the  outside  but 
with  a  water-resistant  inner  layer. 
Introduced  in  1988,  two  years 
after  Simcare  was  formed  by  a 
merger  of  the  Eschmann  Stoma 
Care  division  and  the  personal 
products  division  of  Downs 
Surgical  under  the  ownership  of 
Smiths  Industries  Medical 
Systems,  it  is  believed  to  be  still 
the  only  bag  of  its  type. 

The  central  research  division 
of  Pfizer  has  been  given  a 
technology  award  for  the 
development  of  Diflucan,  an  agent 
for  treating  fungal  infections, 
especially  in  immuno  compro- 
mised AIDS  and  cancer  patients. 

On  the  beauty  side,  the 
Constance  Carroll  group  of 
companies  have  won  an  export 
award.  The  group,  which  markets 
its  cosmetics  and  fragrances 
under  the  brand  names  Constance 
Carroll,  Collection  2000  and 
Creative  Looks  of  London,  has 
doubled  its  exports  over  the  past 
six  years  and  these  now  account 
for  60  per  cent  of  group  turnover. 


COMING  EVENTS 


Computer 
literacy 

Courses  on  computer  literacy  for 
pharmacists  are  available  in  the 
Mersey  Region  with  a  choice  of 
Sunday  (May  19, 10am  to  5pm)  or 
three  Thursday  evenings  (May  2, 
9  and  11,  7.30  to  10pm). 

A  demonstration  plus  "hands 
on"  experience  of  choice  of 
hardware,  MS-DOS  and  word 
processing  will  be  offered. 
However,  time  limits  on  the 
Sunday  will  mean  that  either 
database  or  spreadsheets  will  be 
covered  but  not  both. 

Details  from  Dr  David 
Armstrong,  School  of  Health 
Sciences,  Liverpool  Polytechnic 
on  051-207  3581  ext2071. 


PATA  AGM 

The  95th  annual  meeting  of  the 
Proprietary  Articles  Trade 
Association  will  be  held  on  May  23 
at  the  Marlborough  Hotel  (room 
Blenheim  3),  Bloomsbury  Street, 
London  WC 1 B  3QD ,  at  2pm .  The 
meeting  is  open  to  members  of  all 
sections  of  the  Association. 

Tuesday,  April  30 

Bristol     Branch,  RPSGB. 

Postgraduate  Centre,  Frenchay 
Hospital,  7.00  for  8pm.  AGM  and  talk 
on  the  work  of  the  Samaritans. 
Durham  County  Branch.  RPSGB. 
Eden  Arms  Hotel,  Rushyford  at  8pm. 
AGM. 

Eastbourne  Branch,  RPSGB. 

White  Stones,  Seaville  Drive, 
Pevensey  Bay  at  8pm.  AGM  and 
discussion  of  next  year's  branch 
programme. 

Wednesday,  May  1 

The  British  Society  for  the 
History  of  Pharmacy.  RPSGB 
Headquarters,  London,  6  for  6.30pm. 
"Mr  Earle's  medical  shop  —  some 
18th  Century  fittings  from  a 
Winchester  pharmacy"  by  Miss  E.R. 
Lewis,  Winchester  Museums  Service. 

Thursday,  May  2 

Weald  of  Kent  Branch,  RPSGB. 

Postgraduate  Medical  Centre,  Kent  & 
Sussex  Hospital,  Tunbridge  Wells 
7.45  for  8pm.  "Virus  infections"  by 
Dr  M.  Wensbrough-Jones,  St 
George's  Hospital,  London. 
Wirral  Branch,  RPSGB. 
Postgraduate  Medical  Centre, 
Clatterbridge  Hospital  at  8pm. 
Discussion  of  branch  resolutions 
followed  by  cheese  and  wine  supper. 

Advance  information 

Applied  Pharmacy  Practice 
Learning  Events.  "Pharmacists 
returning  to  practice"  by  Dr  Alison 
Blenkinsopp,  Park  Avenue  Hotel, 
Belfast,  May  16-17,  10am  to  5pm. 
Details  from  Donna  McDowell  on 
Belfast  6501  llext  761. 
Weleda  Educational  seminars  on 
homoeopathic  remedies,  London 
(May  19,  September  15)  and  Ilkeston, 
Qune  2,  November  3).  Details  from 
Penny  Viner  on  0602  309319. 
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Cancellation  deadline  1  Oam  Monday  prior  to  publication  date . 
Display/Semi  Display  £19.70  per  single  column  centimetre,  min  30mm 
Column  width  88mm. 

Whole  Page  £1970.00  (250mm  x  180mm)  Half  Page  £1024.40 
(130mm  x  180mm)  Quarter  Page  £512.20  (130mm  x  88mm) 
Box  Numbers  £5.00  extra  Available  on  request. 
All  rates  subject  to  standard  VAT. 


APPOINTMENTS 


UK's  leading  supplier  of  French  Fragrance  and  Clearance 
Branded  Toiletries,  seek  a  HIGHLY  MOTIVATED:— 

SALES  EXECUTIVE 

Aged  30-45  years  the  successful  applicant  will  have  related 
experience,  and  a  detailed  knowledge  of  wholesalers, 

chemist/drug  store  and  other  multiple  groups. 
Area  will  be  the  whole  of  South  East  England,  and  as 
expected  will  carry  a  high  potential  income  byway  of  salary, 
generous  commission  scheme,  quality  company  car  etc. 
N.  B.  Middle  of  the  road  performers  should  not  apply! 
Confident  applicants  should  apply  in  writing  to: 
MR  CD.  LYTHE 
MANAGING  DIRECTOR 
PRICECHECK  TOILETRIES  LTD 
UNIT  10 

ROYAL  LONDON  INDUSTRIAL  ESTATE 
PETRE  STREET,  SHEFFIELD  S4  7SF 


NEW  ACCOUNTS  SALES  MANAGER 

TOILET  BAGS 

TARGET  INCOME  £40K  +  CAR 

A  prestigious  toilet  bag  manufacturer,  Shardan 
of  London,  wishes  to  further  develop  its  retail 

distribution  through  an  energetic  and  able 
sales  manager.  Applicants  should  be  working 
in  this  market  place  with  good  contacts  across 
the  full  range  of  relevant  UK  Retailers. 

ALSO  SALES  AGENTS 

for  West  Country,  Oxon,  and  Berks  etc  and 
Northern  Ireland. 

Please  apply  to  Ruth  Shenton,  Shardan 
Ltd.,  Trent  House,  Donning  Street,  Tunstall, 
Stoke  on  Trent  with  full  C.V. 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

Benn  Retail  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

TelTonbridge  (0732)  364422.  Telex  95132.  Fax  (0732)  361534 
Ring  Matthew  Corse  Ext  2264  for  further  information 
Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate  headings 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


AGENTS 


Valentino 

w 

les  Lunettes 

Magnificent  opportunity  for  top  fashion 
representative/agent  to  carry  exclusive  range 
of  Spectacle  frames  and  Sunglasses  in: 
1 .  Southern  Home  Counties 
2.  North  of  England 
Apply  now  with  cv: 
Mr.  F.  Strauss,  Units  4  &  5,  224  Iverson 
Road,  London  NW6  2HW.  Tel:  071-625  441 4 


AGENTS  WANTED 

Scientifically  based  company  marketing  a  unique  range  of  new  Suncare 

products  is  seeking  commission  agents  in  all  areas.  Those  having 
active,  established  contacts  in  Pharmacies  and  interested  in  expanding 
their  sales  activities ,  apply  in  confidence  to: 

Sherwood  Skincare  Ltd.,  Heathcoat  Building,  Highfields 
Science  Park,  Nottingham  NG7  2QJ.  Tel:  0602  431 109. 


BUSINESS  FOR  SALE 


PERFUMERY/BEAUTY  SALON: 
HAIR  SALON 

Situated  in  South  Yorkshire. 
All  main  agencies.  Quick  sale. 

Stock  and  fixtures  &  fittings 
only.  Valuable  lease  included. 

Genuine  enquiries  only  with 
bank  references. 

Reply  Box  C&D  3393 
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LABELLING  SYSTEMS 


tsr  CHEMTEC  SYSTEMS 


Justafew  of  the 
hundreds  of  places 
where  the  Alchemist 
2000  PMR  system  is 
pointing  the  way  to 
success- 


Telephone 
(0772)622839 
Fax  622879 


Barrhead 

Huddersfleld 

Gosport 

Newtonmearns 

Preston 

London  E2,  etc 

Farnworth 

Paisley 

Birmingham 

Covent  Garden 

Leigh 

St  Helens 

Darwen 

Southall 

Halifax 

Shepton  Mallet 

Pyrford 

Orpington 

Willesden  Green 

Walsall 

Sudbury 

Edgeley 

Skegness 

Edgeware 

Luton 

Liverpool 

Alsager 

Clydebank 

Woking 

Burnley 

New  Cross 

Longsight 

Torquay 

Northwich 

Atherton 

Newport 

Newcastle 

Stalybridge 

Aberdeen 

Blackpool 

Glasgow 

Winchester 

Withlngton 

Blackburn 

Ipswich 

Newcastle  (Staffs) 

Rotherham 

Stockport 

Bury 

Eastham 

Saltley 

Northwood 

Brighouse 

Isle  of  Wight 

Thurnby 

Shoreham 

Peterborough 

Glossop 

Barlinnla 

Bargoed 

Dagenham 

Bootle 

Erskme 

Suppliers  of  over  4500  systems 
to  the  Profession  since  1471! 


I  Send  for  your  FREE  videotape  on  our  1 
|      EPOS  or  PMR  systems  today!  | 


1 Every  JRC  system  carries  a  2-month  | 
 money-back  Guarantee!  I 


other  system  comes  remotely  near! 

PH/KFiMSKCY 


SYSTEMS 


RREEF»OST.  F»FlESTON  F»F»S  6BR  Tol:(0772) 


PATIENT  MEDICATION 
RECORD CARDS 

TOP  QUALITY  LAM  I N  ATED  CARDS 

LOWEST  PRICES 
PHONE  OR  SEND  SAE  FOR  DETAILS 
A-PRINT,  182  RIBBLETON  AVENUE, 
PRESTON  PR2  6QN 
TEL:  0772  796131 


PRODUCTS  &  SERVICES 


£29  .50  per  week 

could  save  your  business. 


This  is  the  affordable  cost  of  Pharmac  y  s  foremost  EPoS  system 
from  Fairscan,  that  could  save  you  lost  profit 
save  you  overbuying 
save  you  lost  sales 
save  you  loss  from  theft, 
save  you  overinvesting  in  stock 
In  fact  could  save  you  more  than  it 
costs!  Fairscan  Business  Master  EPoS 
systems  can  now  supply  the  answer 
whether  you  are  a  small  indepen- 
dent pharmacy  or  multiple  group. 
There's  no  better  time  to  save  your 
business. . .  contact 

rliis  cost  is  for  a  single  till  pharmacy,  over  IJ*iJ«.c.^o«  »-»»-•  ')Q21')/) 

|c  years  using  the  Fairscan  Rental  Plan.  rMTSCail  Oil  U /Uj 

Inject  to  Status.  14a  High  St.  Lyndhurst  Hants  S043  7BD 

'tiler  options  will  vary  this  figure. 
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BUSINESS 

MASTER 


,,|  EXDHUM 


STOREFITTERS 


J 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD,  HEATHFIELD,  D£V0N,TQ12  6UT 


TEL:  0803874095 
FAX: 0803  874096 


SHOPFITTING 
and  DESIGN 

SPECIALISTS  IN  DESIGN, 
MANUFACTURE  AND 
INSTALLATION  OF 
SHOPFITTINGS  AND 
DISPENSARY  UNITS 
FOR  THE  RETAIL 
PHARMACIST 


UNIT  1  COVENTRY  FARM  ESTATE,  NEWTON  ROAD,  TORQUAY,  DEVON  TQ2  7HX 


STOCK  FOR  SALE 


URIMPHARM  LTD 


OUR  EEC  IMPORTED  PHARMACEUTICALS 

★  CAREFULLY  SELECTED  RANGE  OF  PRODUCTS 

★  PRODUCT  LIABILITY  INSURANCE 

★  OUR  OWN  'EEC  QUALIFIED  PERSON  TO 
SUPERVISE  QUALITY  CONTROL 

★  DISTRIBUTION  THROUGHOUT  UK  incl.  N.  IRELAND 

★  ONE  OF  THE  LARGEST  PURCHASERS  OF  Pi's  IN 
EUROPE 

★  HELPFUL  ADVICE  GIVEN  TO  UPDATE  THE 
PHARMACIST 

★COMPETITIVE  PRICES  AND  REGULAR  MONTHLY 
OFFERS 

★  MEMBER  OF  THE  ASSOCIATION  OF 
PHARMACEUTICAL  IMPORTERS 


URIMPHARM  LTD 


UNIT  A6, 83  COPERS  COPE  ROAD,  BECKENHAM,  KENT,  BR3 1NR. 
TEL:  081-658  2255;  TELEX:  263832;  FAX:  081-658  8680 
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ABC^™»  IE 


A  marathon 
effort! 

Some  48  pharmacists  registered 
for  the  London  Marathon  last 
Sunday,  although  the  sponsors 
ADT  have  no  idea  how  many  of 
them  turned  up  to  run  or  how 
many  finished. 

The  National  Pharmaceutical 
Association  sponsored  nine 
pharmacists.  Those  due  to  take 
part  were  Brian  Roe,  South 
Shields,  who  was  to  run  on  behalf 
of  the  Imperial  Cancer  Research 
Fund;  Mr  D.A.  Tubb,  Newton 
Ferrers,  who  was  to  collect  for 
the  Leonard  Cheshire  Home  in 
Plymouth;  David  Dainty, 
Barnsley,  who  was  to  collect  for 
muscular  dystrophy  charities; 
Mrs  Barbara  Weekes,  Bristol  (for 
St  Peter's  Hospice),  Mr  A. 
Robertson,  Livingston  Village, 
West  Lothian  (for  the  Jamie 
Hewitt  Trust  Fund);  John  Rew, 
Broadstairs  (for  Thanet  Hospice 
Appeal);  Andrew  Snee,  Hornsea 
(for  Birdsgrove  House);  George 
Wintle,  Hackney  (for  Hackney  and 
North-east  London  Cancer 
Research  Campaign);  and  Rob 
Yeomans,  Loughborough  (Peter 
Le  Marchant  Trust). 

David  Dainty,  who  has  run 
several  international  marathons, 
finished  in  three  hours  49  minutes , 
which  was  "about  average"  for 
him.  This  year  he  was  more  than 
pleased  to  finish  because  an  injury 
had  prevented  him  running  in  the 
three  weeks  before  the  race.  He 
collected  £200  for  his  charity,  plus 
the  £50  from  the  NPA. 

Andrew  Snee  finished  in  three 
hours  19  minutes,  his  best  time 
for  a  London  Marathon. 

Barbara  Weekes  completed 
her  first  ever  marathon  in  three 
hours  47  minutes  and  said  it  was 
an  "incredible  experience."  She 
had  been  training  since  January,  as 
a  member  of  the  Great  Western 
Runners,  and  hopes  to  have  raised 
about  £500  for  St  Peter's 
Hospice,  Bristol. 

C&D  was  unable  to  contact 
the  others  to  see  if  they  had  been 
successful.  But  if  you  want  to  let 
us  know... 


V 


In  1909,  on  the  50th  anniversary  of  his  death,  members  of  the  Tunbridge 
Wells  Pharmacists  Association  gathered  in  the  Town  Cemetery  to  lay  a 
wreath  at  the  grave  of  the  founder  of  the  Pharmaceutical  Society,  Jacob 
Bell.  Among  the  all  male  company  was  the  Society 's  vice-president  J.H. 
Bishop.  Last  week,  to  celebrate  the  Society's  150th  Anniversary,  the 
Weald  of  Kent  Branch  chose  the  same  spot  to  present  the  local  council 
with  a  park  bench.  Among  those  present  were  (rear  left  to  right)  branch 
chairman  Lesley  Grice  and  Bridget  Rankin,  and  (front)  RPSGB 
president  Linda  Stone ,  Shirley  Lloyd  and  Margaret  Wallis.  The  event 
was  sponsored  by  AAH ,  Coxandjanssen 


CPP  award  for  Balmford 


The  College  of  Pharmacy  Practice 
has  given  its  1991  Schering  Award 
for  an  outstanding  contribution  to 
pharmacy  practice  to  its  first 
chairman  and  former  RPSGB 
president  John  Balmford. 

The  College  says  Mr  Balmford 
was  a  pioneer  in  many  of  the 
developments  of  the  extended 
role,  not  only  as  a  user,  but  in 
implementing  and  establishing 
them  within  the  profession  at 
home  and  abroad. 

He  has  contributed 
significantly  to  the  use  of  patient 
medication  records  and  his  record 
card,  designed  in  1974  and 
approved  by  the  Society  and  the 


NPA,  is  still  in  use. 

As  president  of  the  Society, 
Mr  Balmford  supported  the 
introduction  of  supplementary 
labels  and  this  led  to  his 
chairmanship  of  the  working  party 
which  first  produced  the  guide, 
now  included  in  the  BNF. 

He  has  also  chaired  an 
international  working  party  on 
advice  to  patients  and  was 
involved  in  the  Society's  book  on 
medicines  in  residential  homes, 
which  led  to  present  pharmacy 
involvement  in  this  area  through 
his  work  as  a  community 
pharmacist  in  the  Derbyshire 
social  services  pilot  project. 


APPOINTMENTS 


Pharmaceuticals  International  (UK): 

Malcolm  Guthrie  joins  as  general 
manager  of  the  Wimborne-based 
importers. 

United  Drug  pic  have  appointed  Terry 
Buckley  as  general  manager  of 
Pemberton  Marketing  Inter- 
national Ltd,  the  consumer 
division  of  the  Group. 
AAH  Pharmaceuticals  Ltd  have 
appointed  Cyril  Adams  as  chemist 
sales  representative  for  South 
Wales  and  the  South  West  of 
England. 

Unichem  have  strengthened  their 
sales  force  with  three  new 
territory  managers  at  their 
Livingstone,  Preston  and  Leeds 
branches.  They  are,  respectively, 
Ken  Ross,  Debbie  Woodacre  and 
Elaine  Sibley.  Karen  O'Connor 
has  been  appointed  key  account 
executive. 


DEATHS 


Mr  James  Anderson  Brown,  FPSNI,  of 
Castle  Avenue,  Belfast,  on  April  2.  Mrs 

M.  Stewart,  secretary  of  the  Ulster 
Chemists  Association,  writes:  Mr 
James  Brown,  affectionately 
known  as  Jimmy,  qualified  as  a 
pharmacist  in  1932  and  started  his 
career  as  a  representative  for 
Glaxo  Laboratories. 

In  the  early  1950s  he  branched 
out  on  his  own  and  became  best 
known  in  his  business  on  the 
Shankill  Road,  Belfast,  until  it  was 
closed  in  1977  due  to 
redevelopment.  At  this  stage,  Mr 
Brown  and  other  colleagues  joined 
together  and  became  partners  in 
the  Shankill  Health  Centre. 

Throughout  his  career,  Jimmy 
Brown  was  actively  engaged  in 
serving  and  promoting  the 
interests  of  pharmacy.  He  was 
admjred  by  his  colleagues  as  being 
a  hard  working  and  enthusiastic 
member  of  the  UC  A  and  held  the 
position  of  president  in  1959. 

Mr  Brown  also  served  on  the 
Health  Board  representing  his 
area,  and  for  a  period  on  the 
Council  of  the  Pharmaceutical 
Society  of  Northern  Ireland.  In 
1982  his  work  for  pharmacy  was 
recognised  when  he  received  a 
Fellowship  from  the  PSNI. 
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How  do  you  improv< 
the  leading  family 
of  head  lice 
treatments? 


CARVLDERh ! 

\  LOTION 


PRIODERM 

~;.  LOTION 

~"         The  famiiv  Irealmenl  kit 

the  etimmaiiwi  of  head  lico 


no  ml 


CO*     f%    '  MV 


110  ml 


W; 
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Complete  the  range  with... 


PRIODERM®&  CARYLDERM® 
Lotions 

Recommend  first  line  in  accordance  with 
health  authority  rotational  policy. 

FULL  MARKS®  Lotion 

n  response  to  expert  demand  -  the  first 
pyrethroid  lotion. 

FULL  MARKS®  Shampoo 

A.  simple,  pleasant  alternative  for  those  who 
cannot  tolerate  alcohol  based  lotions. 


NEW 


Continuing  commitment  to  pharmacy  support 
and  consumer  education  with  sales  force 
back-up,  videos  and  information  leaflets. 

*FULL  MARKS  Lotion  contains  phenothnn  0-2%  w/v  in  an  aqueous-alcohol  base 

QNAPPJ  Consumer  Products  Division,  Napp  Laboratories  Limited, 

>  '  Cambridge  Science  Park,  Milton  Road,  Cambridge  CB4  4GW 

Member  of  Napp  Pharmaceutical  Group. 
®  NAPP,  FULL  MARKS,  PRIODERM  AND  CARYLDERM  are 
Registered  Trade  Marks.  ©Napp  Laboratories  Limited,  1991 


40  YEARS  EXPERIENCE 

in  head  lice  treatment 


•  Uniquely  balanced  formula  based  on  W.H.O. 
recommendation 

•  Pleasant  raspberry  flavour 

•  Convenient  5-sachet  pack 

•  Extensive  PR  and  consumer  education  programme 
will  support  market  growth  in  pharmacy 

•  Excellent  pharmacy-only  launch  deal 

RING  NOW  AND  ASK  FOR  RAPOLYTE™ 
ON  0800  581383  TO  MAXIMISE  YOUR  PROFIT 


Janssen  Pharmaceutical  Ltd 
Grove,  Wantage,  Oxon  0X12  ODQ. 

LEADERS  IN  ANTI-DIARRHOEAL  PRODUCTS 


MAKE  RAPOLYTE"*  YOUR  PHARMACY  RECOfvlMENDAT ION 


BRUSH  UP 
ON  YOUR  COLGATE 


Colgate  is  the  No.l  toothpaste  both  in  behind  the  Colgate  name  this  year,  our 

the  UK  and  the  rest  of  the  world.  massive  rate  of  sale  guarantees 

Outselling  every  other  brand  by  far,  it  unmatched  profitability  for  you. 
is  now  available  in  5  different  variants,  to  Supported  by  our  strong  commitment 

meet  the  needs  of  all  your  customers.  to  the  oral  care  market  as  a  whole, 

Backed  every  year  by  heavy-weight  Colgate  is  the  unchallenged  market  leader, 

national  advertising,  with  £12.5  million  earning  the  lion's  share  of  your  display. 


YOU'RE  SELLING  THE  WORLD'S  N0.1  TOOTHPASTE. 


SUPPLEMENT  TO 

CHEMIST& 
DRUGGIST 

March  30, 1991 

itor: 

hn  Skelton,  MRPharmS 
sistant  Editor: 

)b  Darracott,  MRPharmS 
[Editor: 
my  Lamb 
vertisement  Manager: 
•ances  Shortland 
blisher: 

)n  Salmon  FRPharmS 

tblished  by 
:nn  Publications  Ltd, 

vereign  Way,  Tonbridge, 
ntTN9 1RW  n 
lephone :  0732  364422  DCIU\ 
lex:  95132  Benton  G 
csimile:  0732  361534 


zr:  Clairol 's  Loving  Care  —  no 
nonia,  no  peroxide  cover  grey  with 
new  shades,  p  12 


counter 


A  CHEMIST  &  DRUGGIST  PUBLICATION  FOR  PHARMACY  ASSISTANTS 


VOLUME  3  NUMBER  27  APRIL  1991 


FOCUS  0N...HAEM0RRH0IDS 


Community  pharmacist  Jeremy  Clitherow  looks  at  the  causes  of  piles,  and  what  pharmacies 

have  to  offer  to  ease  the  discomfort 
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HAVE  YOU  GOT  ANYTHING  FOR  DRY  SKIN? 


Sally  Maladie  has  a  patch  of  dry  irritated  skin  on  one  wrist.  Could  a  new  bracelet  be  the  cause? 


10 
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BEAUTY  BASICS  OF  HAIR  COLOURING 


Bone  up  on  colorants  for  customers  who  want  to  brighten  up  their  hair  this  Spring 


TRAINING  UPDATE 


Over  the  Counter's  round  up  takes  a  look  at  two  new  series  of  training  evenings  and  a  record  of 

success  in  Northern  Ireland 


16 


SHOPTALK 


The  treatment  of  infant  diarrhoea  has  been  in  the  news  this  month.  Find  out  how  much  you 

know  about  oral  rehydration  therapy 


23 


COUNTERVIEW 


From  the  comfort  of  her  armchair  at  home  Verity  muses  on  what  happens  back  at  the  pharmacy 

when  you  take  a  week's  holiday 
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fossil!  i^s^i^' 


Counter-top 
dispensers 


Yes.  If  s  a  blister  pack! 


Literally  millions  of  people  get  blis- 
ters with  the  same  frequency  as  cuts  and 
scrapes.  The  convention  of  sticking  a 
plaster  on  the  wound  is  ineffective,  in- 
appropriate and  offers  your  customers 
little  or  no  relief  from  the  discomfort. 

Now,  a  medically  proven,  market- 
tested  alternative  is  available. 

Compeed  is  a  synthetic,  skin-like, 
adhesive  membrane  which  protects  the 
lesion  and  encourages  it  to  heal  under 
optimum  conditions. 

PANIC  BUTTON  CAMPAIGN 

Compeed  is  already  highly  success- 
ful in  international  sporting  circles,  but 
existing  demand  is  about  to  increase 
significantly  as  a  major  national  adver- 
tising campaign  gets  underway. 


Millions  of  women  will  discover  that 
Compeed  is  the  most  effective  treat- 
ment for  blisters  caused  by  ill-fitting 
shoes,  sport,  gardening,  DIY,  walking  or 
working. 


Suggest  she  stocks  her  medicine 
cabinet  with  a  5  treatment  pack  and 
we're  sure  your  advice  will  be 
appreciated. 

Attractive  Compeed  counter-top 
dispensers,  in  six  or  thirty  unit  sizes,  are 
obtainable  from  your  local  wholesaler. 
The  introductory  six-unit  dispenser 
wholesales  at  a  price  of  £10.92,  with  a 
R.R.P.  of  £2.99  per  individual  pack. 

Your  customers  deserve  a  more 
advanced  answer  to  the  common  prob- 
lem of  blisters.  You'll  find  the  margin 
more  comfortable,  too. 


Clip  this  coupon  and  attach 
your  next  wholesale  order.  ^ 


Please  send  me  a  six/thirty  unit  counter-top 
dispenser  of  Compeed  (delete  os 
appropriate)  with  my  next  delivery  and 
charge  my  account 

Name  


compeed 

Made  by  Coloplasl  I  nHBiH^^H 


®      Distributed  in  UK  by 


_  Postcode 


compeed 
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FOCUS  ON  HAEMORRHOIDS 


Community  pharmacist  Jeremy  Clitherow  of  Knotty  Ash,  Liverpool  explains 
that,  for  sufferers,  haemorrhoids  are  no  laughing  matter 

The  pain  of  piles 


Haemorrhoids,  or  piles  as  they  are  commonly 
called,  have  been  the  subject  of  fun  in  the 
entertainment  industry  for  generations.  The 
very  thought  seems  hilarious  to  an  audience, 
with  the  exceptions  of  the  unfortunate 
sufferers. 

Few  patients  feel  inclined  to  discuss  their 
ailment,  preferring  to  hide  their  discomfort. 
Pharmacy  assistants  have  an  invaluable  part  to 
play:  minor  symptoms  assumed  to  be  related 
to  piles  could  so  easily  herald  a  terminal,  yet 
preventable,  disaster. 


Anatomy 


The  rectum  is  the  final  part  of  the  digestive 
tract.  It  is  approximately  six  to  eight  inches  in 
length  and  opens  to  the  exterior  via  the  anus, 
the  back  passage.  A  muscular  ring  called  the 
anal  sphincter  constricts  the  opening  and 
forms  a  watertight  seal. 

Piles  were  once  thought  to  be  varicose 
veins  of  the  anus,  but  the  current  opinion  is 
that  they  are  caused  when  fibrous  veins  in  the 
muscle  tissue  within  the  anal  canal  become 
engorged  and  dilated.  With  time,  these 
protruding  internal  piles  become  larger  and 
tend  to  slip  out  (prolapse)  through  the 
sphincter,  and  an  internal  pile  becomes  an 
external  pile. 

Inherited  factors  play  a  part  —  there  is 
certainly  a  family  tendency  to  varicose  veins 
and  also  to  piles.  Constipation  of  short  duration 
will  sometimes  produce  visible  evidence  of  a 
previously  undetected  condition  during  the 
process  of  straining.  Pregnancy,  fibroids  and 
abdominal  cysts  may  also  give  rise  to  an 
attack.  Obesity,  overindulgence  in  alcohol  and 
heart  failure  can  all  contribute. 


Symptoms 


Patients  will  normally  report  bright  red  blood 
loss  and/or  pain.  The  blood  loss  in 
haemorrhoids  is  usually  trivial  and  described 
as  ' '  spotting' ' .  If  blood  loss  is  profuse ,  a  more 
serious  condition  requiring  full  medical 
investigation  is  required.  Pain  is  not  common 
unless  the  haemorrhoid  has  trombosed  and 
the  blood  clotted,  or  prolapsed  and  become 
constricted  by  the  anal  sphincter.  Painful  piles 
are  made  worse  by  sitting  and  most  of  all  by 
defaecation.  Typical  haemorrhoid  patients 
decline  seats  and  prefer  to  stand  still. 

Internal  piles  will  only  be  visible  when 


Internal 
haemorrhoid 


Sphincter 
aniexternus 


'External 
haemorrhoid 


Haemorrhoids 


viewed  using  a  proctoscope  in  the  surgery  or 
clinic.  External  piles  may  vary  from  a 
minuscule  protrusion  of  soft  vascular  skin  to  a 
pendulous  mass  akin  to  bunches  of  grapes. 
The  latter  should  not  be  confused  with  a  rectal 
prolapse  in  which  the  end  portion  of  the 
digestive  tract  passes  through  the  anal 
sphincter. 

Pile  severity  is  normally  recorded  in 
degrees.  First  degree  piles  refer  to  bleeding 
alone,  second  degree  to  those  which  prolapse 
on  exercise  or  exertion  but  reduce 
spontaneously.  The  third  degree  is  reserved 
for  those  permanently  prolapsed. 


Complications 


The  longer  the  haemorrhoids  are  exposed  the 
greater  the  irritation.  The  tissues  secrete  a 
slimy  mucus  which  is  uncomfortable  for  the 
patient  and  stains  the  underclothes,  but  worse 
irritates  the  delicate  surrounding  skin. 
Continual  attention  to  personal  hygiene  is 
essential,  no  matter  how  severe  the  condition. 


Rubbing  the  sensitive  skin  or  over- 
enthusiastic  scratching  of  the  irritated  areas 
will  inevitably  produce  ulceration  which  could 
develop  into  infection.  Thrombosis  of  the  pile 
could  develop  into  gangrene. 

Haemorrhoids  do  not  lead  to  cancer. 
However,  it  is  all  too  easy  to  attribute  the 
warning  signs  and  symptoms  of  abdominal 
cancer  to  piles. 

Treatment 

First  degree  piles  will  usually  be  treated  by  the 
patient  themselves.  Hygiene,  soap  and  water, 
mild  astringents  and  soothing  suppositories 
are  the  treatments  of  choice.  They  will  be 
used  as  and  when  necessary,  but  particularly 
after  defaecation.  It  is  important  to  include 
fibre  in  the  diet  to  soften  and  increase  the  bulk 
of  the  stools. 

OTC  remedies  for  piles  consist  typically  of 
local  anaesthetics,  antiseptics  and  astringents, 
alone  and  in  combination.  Local  anaesthetics 
like  lignocaine,  benzocaine  or  cinchocaine 
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reduce  pain,  while  antiseptics  like  cetrimide, 
chlorothymol,  allantoin  and  phenol  help 
prevent  secondary  infections. 

Astringents  used  in  haemorrhoidal 
preparations  include  bismuth  subgallate,  witch 
hazel,  zinc  oxide  and  balsam  of  Peru.  They 
help  contract  the  swelling,  possibly  by  forming 
a  protective  coat.  Vasoconstrictors  like 
ephedrine  may  be  included  too. 

Washing  with  warm  water,  especially  after 
defaecation,  will  provide  a  measure  of  relief, 
especially  from  the  associated  itching.  Moist 
toilet  tissues  will  cause  less  irritation  than 
ordinary  toilet  paper.  Some  OTC  products 
include  antiseptic  wipes  as  an  add-on  to  the 
range. 

If  the  condition  is  such  that  a  physician  is 
consulted,  he  may  well  recommend  that  the 
haemorrhoids  are  injected.  This  will  only  be 
the  case  after  a  full  abdominal  investigation  has 
excluded  all  other  possible  conditions.  The 
sphincter  is  dilated  and  the  base  of  the  pile 
injected  with  a  sclerosing  agent  such  as 
phenol. 

Second  degree  haemorrhoids  will  usually 
be  treated  under  medical  supervision  but  may 
also  be  patient-medicated  along  the  lines  of 
first  degree  lesions.  Even  if  injected, 
recurrence  usually  takes  place  within  five 
years  or  so,  so  surgery  may  be  needed  to  tie 
off  the  offending  tissue  using  surgical  suture 
material  or  special  rubber  bands.  Some 
surgeons  also  freeze  the  pile  with  a  cryoscope 
at  the  same  time.  The  pile  thromboses  in  situ 
and  falls  off  within  a  week. 

Persistent  third  degree  haemorrhoids  are 
dissected  out  under  general  anaesthesia. 

Associated  conditions 

There  are  several  conditions  which  may  be 
associated  with  or  confused  with  piles.  It  is 
probably  best  to  classify  them  under  the 
general  term  ano-rectal  conditions. 
Pruritis  ani  is  itching  of  the  anus.  Poor 
hygiene  is  the  most  frequently  cited  cause  in 
adults,  and  threadworm  infestation  in  children. 
Intermittent  or  continual  diarrhoea,  obesity, 
excessive  hair,  alcoholism,  cystitis,  liver 
damage,  fever  and  wearing  non-absorbent 
synthetic  underclothing  in  hot  weather  will  all 
predispose  to  pruritis  ani. 
Anal  fissures  are  cracks  in  the  tissue 
surrounding  the  anus,  extending  outwards 


Some  OTC  haemorrhoid  treatments 
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from  the  sphincter  itself.  A  fissure  is  acutely 
painful  and  produces  intense  pain  at 
defaecation.  In  consequence  the  patient  tends 
to  delay  and  makes  the  condition  worse  as  the 
straining  produces  a  tearing  or  cutting  pain  as 
the  fissure  opens  up,  lasting  from  minutes  to 
hours.  Subsequent  infection  is  common. 
Medical  assistance  is  essential. 
Anal  tags  are  small  attachments  of  skin 
which  grow  around  the  anus.  Tags  can  occur 
all  over  the  body,  but  usually  cause  little  harm, 
being  annoying  rather  than  irritating.  Anal  skin 
tags  are  the  exception.  Surgical  removal  is  the 
solution. 

Peri-anal  abscesses  are  quite  common  in 
the  area  between  the  front  and  back  passages. 
Because  of  the  anatomy  and  the  fatty 
structure  of  the  tissues,  the  region  is 
especially  suitable  for  invasion  by  the  various 
organisms  which  cause  boils  and  abscesses. 
The  initial  symptom  will  be  tenderness 
progressing  into  an  acute  throbbing  pain. 
These  abscesses  require  aggressive 
treatment  and  medical  advice  should  be 
sought. 

An  anal  fistula  is  a  tunnel  connecting  the 
terminal  part  of  the  bowel  to  the  outside.  The 
tract  is  not  usually  in  parallel  with  the  anal 
sphincter  but  is  initially  at  right  angles  to  it. 


The  fistula  will  discharge  mucus,  bowel  matter 
and  sometimes  pus.  Surgical  repair  is 
required. 

A  sinus  is  a  blind  canal.  The  most  common 
anal  sinus  condition  is  the  pilonidal  sinus,  which 
may  be  isolated  or  multiple,  and 
characteristically  occurs  approximately  one 
inch  behind  the  anus.  For  some  reason  the 
typical  patient  appears  to  be  the  athletic 
undergraduate  student.  A  tuft  of  hair  will  be 
found  protruding  from  the  sinus.  Infection  or 
abcess  formation  is  extremely  common. 
There  is  no  choice  but  radical  excision  by 
surgery. 

 Your  role  

It  is  clear  that  there  are  many  medical  pitfalls 
and  delicate  and  potentially  embarrassing 
areas  for  the  customer  who  requests  your 
advice  on  treatments  for  piles.  To  neglect  to 
ask  is  as  bad  as  not  to  know. 

Now  is  the  time  to  discuss  with  your 
pharmacist  the  various  types  of  medication 
you  stock  and  to  practice  asking  questions 
which  will  lead  the  customer  into  divulging  the 
information  you  need  to  have  in  order  to  assist 
him  or  her,  or  to  decide  to  refer  them  to  your 
pharmacist. 
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Advising  on  dry  and  irritated  skin 

Once  again  it's  time  to  meet  the  Maladies  —  every  pharmacy's  favourite  family. 
This  month,  daughter  Sally  has  a  skin  problem... 


Sally:  "Excuse  me,  I  wonder  if 
you  can  help.  I  have  this  very  dry 
and  flaky  area  on  my  wrist. 
Have  you  got  anything  I  could  put 
on  it? ' ' 

Assistant: '  'I  see  what  you 
mean.  How  long  have  you  had 
this  problem,  and  is  it  just  in  this 
area?" 

'  'I've  had  it  for  just  a  few  days. 
It  'sjust  in  the  one  place.  Have 
you  any  idea  what  might  have 
caused  it? ' ' 

"  I  just  wonder  if  you  have  been 
wearing  any  new  jewellery,  a 
bracelet  or  a  watch  strap 
perhaps?" 

"Yes,  I  did  buy  a  cheap  metal 
bracelet  the  other  day.  Do  you 
think  that  might  have  caused  it? ' ' 
"Well,  it's  possible.  The  fact 
that  it  is  confined  to  one  area  is  a 
clue  that  it's  what's  known  as 
contact  dermititis.  It  should 
disappear  provided  you  don't 
wear  the  bracelet  again. 
'  'Are  there  any  things  in 
particular  that  cause  this  effect? 
"In  this  case ,  the  metal  is 
probably  nickel.  It's  very 
common  in  costume  jewellery.  If 
nickel  is  the  cause,  it  will  be  an 
allergic  reaction,  which  you 
would  also  get  with 
preservatives  in  cosmetics  and 
toiletries  or  rubber.  But  a  wide 
range  of  things  can  cause  contact 
dermatitis  through  an  irritant 
effect  on  the  skin,  like  soaps  and 
detergents,  cement  and 
chemicals  of  various  kinds." 
'  'So  what  can  I  do  about  this? 
"Unfortunately  it  is  likely  that 
every  time  you  wear  this 
bracelet  it  will  cause  a  problem, 
as  will  other  articles  made  of  a 
similar  material,  so  to  be  sure  of 
preventing  a  recurrence  the  only 
answer  is  to  avoid  the  problem 
altogether  by  not  wearing  the 
bracelet  though  you  could  try 
coating  it  with  something  like 
Skin  Shield." 
'  'And  for  treatment  of  this 
immediate  problem?  I  want  to 
clear  this  up  as  soon  as  possible,  it 
looks  so  bad. 

' '  We  appear  to  have  caught  this 
in  the  very  early  stages,  so  it 
should  respond  well  to  an 
emollient  cream  and  a  soap 
substitute  to  prevent  further 
irritation." 

'  'Oh,  does  that  mean  it  could 

have  got  worse?" 

"If  you  had  continued  to  wear 

the  bracelet  your  skin  would 

likely  have  become  red  and 

inflamed  and  then  possibly 

blistered  and  weeping. 

' '  Yeughh.  That  sounds  horrible. 

I  suppose  that  would  have  meant 

a  trip  to  the  doctor.  I  don 't 

suppose  there  is  anything  in  the 

6 


pharmacy  to  treat  that. 
"Yes,  there  is.  A  couple  of  years 
ago,  the  Government  decided 
that  hydrocortisone  creams  up 
to  1%  would  be  made  available 
for  sale  in  pharmacies  for  this 
very  problem.  They  did  put 
strict  conditions  on  its  use 
though,  but  contact  dermatitis  is 
one  of  the  conditions  for  which  it 
can  be  recommended.  It's  very 
effective  and  for  minor  problems 
like  this  is  very  good . ' ' 
'  7  was  worried  in  case  it  was 
eczema. 

"As  the  area  affected  is  confined 
it  suggests  more  of  a  contact 
dermatitis  than  eczema  which 
tends  to  be  thought  of  as  more 
generalised  and  unlikely  to  have 
a  specific  external  cause.  In 
appearance  they  are  identical, 
and  skin  specialists  often  use  the 
terms  interchangeably . ' ' 
"Thank  you  very  much  for  all 
your  help.  I  think  I  just  want  an 
emollient  cream,  then.  Which  do 
you  suggest. .." 


Further  background 

Normal  skin  is  soft,  elastic  and 
looks  healthy.  Dry  skin  looks 
drab  and  flaky.  Moisturisers  and 
emollients  soothe,  smooth  and 
re-hydrate  the  skin.  For  large 
areas,  oily  bath  additives  may  be 
required. 

Dry  skin  is  caused  by  age, 
regular  use  of  strong  soaps  and 
detergents  and  exposure  to  cold 


dry  weather,  and  bright  sunlight. 
People  with  dry  skins  should 
limit  their  use  of  soap  to  mild  or 
unperfumed  varieties.  Water- 
based  emollients,  and  after-sun 
products  are  simply  targeted 


emollients,  are  also  useful  in 
rehydrating  the  skin. 

Dermatitis  and  eczema  both 
describe  the  inflammatory 
response  of  the  skin.  Intense 
itching,  red  scaly  patches  and 
blistering  are  typical.  The  cause 
can  be  internal  or  external  (when 
contact  dermatitis  is  the 
common  term) . 

Large  areas  of  affected  skin 
with  no  obvious  external  cause 
are  typical  of  eczema,  for  which 
GP  treatment  is  indicated.  If  the 
cause  can  readily  be  identified  — 
say  a  change  to  a  new  washing 
powder,  a  new  piece  of 
jewellery,  or  a  new  deodorant, 
and  the  condition  has  passed 
beyond  the  mild  irritated  phase, 
hydrocortisone  cream  can  be 
recommended. 

There  are  strict  conditions 
attached  to  its  use:  it  should  be 
applied  thinly  over  a  small  area 
for  no  more  than  a  week,  and 
should  not  be  used  on  the  face  — 
the  skin  is  too  thin  —  on  the 
genitals,  or  on  broken  or 
infected  skin.  It  should  also  be 
avoided  by  pregnant  women  and 
children  under  10. 

Hydrocortisone  can  only  be 
recommended  for  allergic  or 
irritant  contact  dermatitis  and 
insect  bites  and  stings, 
particularly  where  there  is  a  lot 
of  inflammation. 
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Some  OTC  remedies  for  dry  skin 


Product 

Cream 

Lotion 

Bath  Oil  Bar 

Alcoderm 

Alpha  Keri 

Aqueous  cream 

Aveeno 

tS 

Balneum 

i> 

Cream  E45 

Dermidex 

tS 

Diprobase 

IS 

Hydromol 

iS 

Kamillosan 

>s 

Lotil 

IS 

Natuderm 

lS 

Nutraplus 

IS 

Oilatum 

y 

V* 

IS 

Phisoderm 

Sential  E 

Ultrabase 

V* 

Ungentum  Merck 

Vasogen 

1  Aveeno  Powder  is  for  use  in 

the  bath  2  Phisoderm,  Wash  E45  are 

liquid  cleansers 

OTC  hydrocortisone 


Brand  Name 

Strength 

Cream 

Ointment 

Dermacort 

0.1% 

Efcortelan  P 

1% 

IS 

V 

Hc45 

1% 

Lanacort 

1% 

Zenoxone 

1% 
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CREAM  E45  &  BATH  E45 
BOTH  AVAILABLE  ON 

FP10 


At  last  a  complementary  skin 
maintenance  programme  that  is  not  only 
recommended  by  dermatologists 
and  doctors,  but  is  so  effective  that  your 
customers  actually  recommend 
it  to  each  other. 

The  art  of  skin 
maintenance 

Recommend  all  3  products 
to  use  on  a  wide  range  of  problem 
dry  skin  conditions. 
Cream  E45:  Britain's  biggest  selling 
emollient  and  6th  largest 
OTC  product  in  pharmacy.  It  can  be 
relied  upon  to  soothe  and  help 
relieve  a  wide  range  of  dry  skin  conditions 
from  sunburn  to  the  dry  stages 
of  eczema. 
Wash  E45:  A  dermatological  washing 
cream  for  the  whole  body 
It's  unique  non-drying  formula  actually 

cleans  effectively  without 
removing  the  skin's  natural  barrier  of  oils. 

Bath  E45:  The  latest  addition  to 
the  E45  programme.  Ideal  for  soothing 

widespread  dry  skin  conditions, 
because  of  its  long  lasting  emollient  effect. 

The  E45  skin  maintenance 
programme,  because  the  customer 
is  always  right. 


E45 
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Behind  the  best  names 


A  WYETH  SPECIAL  PROMOTION 


Baby  milks  in  focus 

You've  no  doubt  been  asked  this  question  hundreds  of  times:  "What  is  the 
difference  between  these  baby  milks?  Here  Wyeth  Nutrition,  experts  in  the  baby 
milk  market,  explain  the  differences  and  advantages  of  the  available  baby  milks 


Wyeth  Nutrition  launched  the  UK's  first 
modified  baby  milk  in  1956.  It  was  called 
*'SMA'  —  Scientific  Milk  Adaptation  —  as 
it  was  the  first  baby  milk  to  be  formulated  to 
come  as  nutritionally  close  to  breastmilk  as 
possible.  Ever  since  Wyeth  Nutrition  have 
maintained  their  reputation  for  innovation 
and  quality  in  the  baby  milk  market  with 
their  leading  brands  *SMA  Gold,  *SMA 
White,  *Wysoy  and  *  Progress,  which 
together  care  for  virtually  all  babies'  milk 
feeding  needs. 

It  comes  as  no  surprise  that  SMA  Gold 
is  chosen  for  use  in  nearly  90  per  cent  of  all 
maternity  hospitals  in  the  UK,  as  all 
Wyeth 's  baby  milks  are  made  to  the  highest 
pharmaceutical  standards  of  quality  and 
purity.  Wyeth  Nutrition  also  give  help  to 
health  professionals  in  hospital  by 
organising  educational  meetings  and 
courses  as  well  as  providing  literature  and 
useful  information  on  the  growth  and 
development  of  children. 

This  means  that  the  majority  of  bottlefed 
babies  are  coming  out  of  hospital  using  SMA 
Gold,  the  baby  milk  which  they  were 
introduced  to  in  hospital.  They  will  look  to 
you  for  guidance  and,  if  necessary,  to 
explain  the  differences  between  the  variety 
of  Wyeth  baby  milks  that  they  will  find  on 
the  shelves.  Be  sure,  though,  to  refer  any 
mothers  who  are  experiencing  feeding 
problems,  to  their  health  professional  for 
advice. 

Ruth  Higham  is  Wyeth  Nutriton's 
product  manager  for  SMA  as  well  as  a 
qualified  dietitian.  She  joined  Wyeth  over 
two  years  ago,  after  working  as  a  dietitian  in 
the  National  Health  Service.  She  is  well 
aware  of  the  bewildering  choice  of  baby 
milks  facing  mothers  today  and  is 
committed  to  providing  not  only  products  of 
the  highest  quality,  but  also  relevant  and 
clear  information  about  the  differences. 
Here  she  clarifies  why  it  is  necessary  to 
have  a  choice  of  baby  milks. 

SMA  —  a  golden  start 

When  it  comes  to  feeding,  we  all  agree  that 
breastmilk  is  the  best  choice.  But  if  a 
mother  has  chosen  to  bottlefeed,  she  wants 
to  be  certain  that  the  baby  milk  she  uses  is 
as  close  to  breastmilk  as  possible,  which  is 
where  SMA  Gold  comes  in. 


SMA  Gold  is  a  whey-based  formula, 
meaning  that  it  contains  a  greater 
proportion  of  whey  than  curd  protein,  which 
are  the  two  proteins  found  in  milk.  This 
makes  the  protein  content  of  SMA  Gold 
similar  to  that  of  breastmilk.  SMA  Gold  is 
the  most  widely  used  milk  of  its  kind  for 
babies  from  birth  onwards.  It  has  been 
especially  formulated  to  be  nutritionally  as 
close  as  possible  to  breastmilk,  providing  a 
gentle  introduction  to  bottle  feeding. 

Many  babies  stay  happily  on  SMA  Gold 
for  the  whole  of  their  first  year,  but  some 
hungrier  babies  seem  to  need  a  change. 
SMA  White  contains  a  greater  proportion  of 
curd  protein  than  whey.  It  is  thought  that 
curd-based  milks  take  the  baby  longer  to 
digest,  keeping  them  satisfied  for  longer. 
So  if  a  mother  is  concerned  that  her  baby 
appears  to  be  harder  to  satisfy  and  more 
difficult  to  settle  after  feeds,  SMA  White  is 
the  answer.  Although  often  used  as  a 
second  milk,  it  can  nevertheless  be  used 
from  birth  onwards  because  its  formulation 
has  been  designed  to  be  gentle  on  a  baby's 
sensitive  digestive  system. 


SMA  — Ready-to-feed 

For  the  busy  mother  who  needs  flexibility  in 
feeding  her  baby,  SMA  Ready-to-Feed 
does  away  with  mixing  up  powder  feeds. 
Wyeth  Nutrition  was  the  first  company  to 
recognise  the  need  for  a  convenient  and 
easy  feed  for  parents  with  a  busy  modern 
lifestyle,  and  the  first  to  launch  Ready-to- 
Feed  milks  for  sale  in  shops.  Since  its 
launch  in  1988,  sales  have  grown  by  138  per 
cent  and  virtually  100  per  cent  of  sales  in 
this  sector  are  of  SMA  Ready-to-Feed. 

To  prepare  a  feed,  parents  just  snip  off 
the  corner  of  the  carton  and  pour  into  a 
sterilised  feeding  bottle.  Nothing  could  be 
easier!  Filled  bottles  of  Ready-to-Feed 
keep  in  the  fridge  for  up  to  24  hours, 
making  it  ideal  if  mums  who  wish  to  prepare 
feeds  for  a  whole  day  or  if  they  are  relying 
on  a  child  minder  or  relative  to  feed  baby. 


The  convenience 


Both  SMA  Gold  and  SMA  White  are 
available  as  Ready-to-Feed  in  two 
convenient  sizes  —  250ml  and  1  litre.  The 
250ml  carton  makes  an  excellent  travelling 
companion.  It's  small  and  light  enough  to 
pop  into  a  bag  and  can  easily  be  used  when 
the  family  is  out  and  about  visiting  friends  or 
relations. 

The  large  1  litre  size  provides  all  the 
milk  a  baby  needs  around  the  clock  and  is 
ideal  for  the  regular  user.  Indeed,  the  1  litre 
size  is  becoming  increasingly  popular  and 


now  accounts  for  50  per  cent  of  SMA 
Ready-to-Feed  sales.  SMA  Ready-to-Feed 
makes  bottle  feeding  faster,  simpler  and 
more  reliable  than  ever  before.  For 
absolute  safety  and  purity  it  is  made  up  in 
sterile  conditions  using  water  much  purer 
than  any  tap  water.  SMA  Ready-to-Feed 
cartons  can  be  kept  unrefrigerated  as  long 
as  they  are  unopened,  but  remind  mums  to 
always  check  the  "best  before  date" 
before  using  them. 

Wysoy  —  for  the  milk 
intolerant  baby 

Wysoy,  Wyeth's  soy-based  baby  milk, 
celebrated  its  10th  birthday  last  year  and 
has  enjoyed  the  position  of  brand  leader 
throughout  this  decade.  Wysoy  is  specially 
developed  for  babies  with  cow's  milk 
intolerance.  It  is  the  most  widely  prescribed 
formula  for  this  condition  —  two  out  of 
every  three  soy  formulae  prescriptions 
written  are  for  Wysoy.  Wysoy  is  only 
available  from  pharmacies,  and  because 
cow's  milk  intolerance  may  occur  in  as 
many  as  7.5  per  cent  of  infants,  it  will 
certainly  be  something  which  you  come 
across  while  helping  customers. 

Cow's  milk  intolerance  may  be  caused 
by  a  baby's  inability  to  cope  with  cow's  milk 
protein  or  alternatively  result  from  an 
intolerance  to  lactose,  the  sugar  present  in 
milk.  When  a  baby  is  suffering  from  either 
or  both  of  these  conditions,  it  is  essential  to 
use  a  formula  such  as  Wysoy,  which  is  free 
from  both  cow's  milk  protein  and  lactose. 
Ordinary  soya  milks  which  can  be  bought  in 
the  supermarket  or  health  foods  shops  are 
not  suitable  for  growing  babies  and  children 
because  they  do  not  provide  sufficient 
energy  or  nutrients. 


Also  suitable  for  old 


SOY  PROTEIN 
BABV 
FORMULA 

Complete  ttiili-r 
infant  nut*" 


'suitable  for  older  ehildref 


Vegetarian  babies 

As  well  as  being  free  from  cow's  milk,  the 
fat  content  of  Wysoy  comes  entirely  from 
vegetable  sources.  Wysoy  is  therefore 
appropriate  for  vegetarian  infants  as  well  as 
for  those  families  who  prefer  to  avoid  animal 
products  for  religious  reasons.  Wysoy  may 
also  be  used  as  a  supplement  in  all  milk-free 
diets  as  it  is  just  like  an  ordinary  baby  milk 
and  provides  essential  nutrution.  Not  only 
can  Wysoy  be  given  in  a  bottle  or  beaker, 
you  can  also  prepare  family  meals 
substituting  Wysoy  wherever  cow's  milk  is 
normally  used. 

Making  rapid  Progress 

Progress,  Wyeth's  follow-up  milk,  stands 
out  on  the  shelf  due  to  its  distinctive  red, 
white  and  blue  can.  Progress  was  the  first 
follow-up  milk  to  be  launched  and  is 


especially  designed  to  meet  the  changing 
nutritional  needs  of  babies  from  six  months 
to  two  years. 

Traditionally,  many  parents  started  to 
introduce  cow's  milk  into  their  baby's  diet 
at  six  months.  However,  many  medical 
experts  now  feel  that  cow's  milk  may  not  be 
the  best  milk  for  the  growing  baby  as  it  does 
not  contain  enough  of  some  nutrients, 
especially  iron  and  vitamin  D  —  these  are 
essential  for  the  healthy  growth  and 
development  of  a  baby.  In  addition,  cow's 
milk  contains  a  high  proportion  of  unhealthy 
saturated  fat. 


As  you  know,  babies  and  toddlers 
develop  fast  as  they  need  to  get  the  right 
balance  of  nutrients  in  their  diet  to  allow  for 
this  period  of  rapid  growth.  That's  where 
Progress  comes  in. 

By  recommending  a  pint  of  Progress  a 
day,  you  can  reassure  mums  that  their  baby 
is  getting  all  his  essential  nourishment  — 
even  if  he  is  going  through  the  all  too 
common  "fussy  eating"  stage.  A  daily  pint 
of  Progress  is  low  in  saturated  fatty  acids, 
while  still  containing  an  energy  level 
comparable  to  that  of  cow's  milk;  it  also 
contains  the  full  Recommended  Daily 
Allowance  (RDA)  for  iron,  so  important  in 
the  prevention  of  iron  deficiency  anaemia, 
as  well  as  giving  90  per  cent  of  the  RDA  for 
vitamin  D  which  is  needed  for  the  healthy 
development  of  bones  and  teeth. 

It  is  also  important  to  remember  that 


At  a  glance  guide  to  Wyeth 
Nutrition's  baby  milk  range 
SMA  Gold 

from  birth  onwards 

SMA  White 

for  the  hungrier,  bottlefed  baby 

SMA  Ready-to-Feed 

"take  anywhere,  feed  anywhere' '  cartons 
do  away  with  mixing  powder  feeds 

Wysoy 

for  the  cow's  milk  intolerant  baby 

Progress 

follow-up  milk,  the  healthier  milk  for  babies 
over  6  months  of  age 


ordinary  cow's  milk  with  reduced  fat  levels 
does  not  provide  enough  energy  or  vitamins 
for  young  children.  Skimmed  milk  should 
therefore  not  be  introduced  into  the  diet 
until  children  are  at  least  five  years  of  age, 
although  semi-skimmed  milk  can  be 
considered  for  children  over  two  years  of 
age  if  you  can  be  sure  that  the  rest  of  their 
diet  is  nutritionally  good. 

Wyeth  Nutrition  care 

Your  local  Wyeth  Nutrition  representative 
works  closely  with  Ruth  Higham  and  the 
rest  of  the  Wyeth  team  to  provide  you  with 
support  in  the  pharmacy  and  to  help  answer 
questions  relating  to  baby  milks.  Your 
representative  can  give  you  all  the  details 
that  you  need  to  become  familiar  with  all  the 
Wyeth  products  available,  which  will  help 
you  to  guide  your  customers.  They  will  also 
have  material  available  for  point  of  sale  to 
help  identify  the  products  on  the  shelf. 

A  handy  guide 


I  Wyeth  I 


Guide  to  Baby  Milks 


WHEY 

CURD 

FOLLOW-UP 

SOYA  ^ 

Wyeth 

affla 

GOLD 

e  q 

WHITE 

Wysqyl 

PARLEYS 

Oiler  Milk 

Osier  Milk 
Two 

Osier  Soy  1 

COW& 
GATE 

Flits 

MILUPA 

Milumtl 

.  BOOTS 

Milk  Drink 

We  are  delighted  to  offer  you  a  free, 
laminated  and  durable  "at-a-glance"  guide 
to  baby  milks.  The  guide  is  a  handy  size  just 
to  slip  into  your  pocket  and  keep  for  when 
you  want  a  quick  reference.  Not  only  does  it 
show  the  full  range  of  baby  milks  available, 
it  gives  you  the  basic  essential  facts  that 
explain  each  Wyeth  product  and  how  it 
should  be  used. 

To  obtain  your  free  pocket-size  guide 
for  further  information,  please  write  to  us  at 
the  address  below: 

Department  OTC04 

Wyeth  Nutrition 

Huntercombe  Lane  South 

Taplow 

Maidenhead 

Berks 

SL6  OPH 


*  SMA,  SMA  Gold,  SMA  White,  Wysoy  and  Progress  are 
trademarks 


Important  notice 

Breastmilk  is  best  for  babies.  Infant  formula 
is  intended  to  replace  breastmilk  when 
mothers  do  not  breast  feed.  Good  maternal 
nutrition  is  important  for  preparation  and 
maintenance  of  breast  feeding.  Introducing 
partial  bottle  feeding  could  negatively  affect 
breast  feeding  and  reversing  a  decision  not 
to  breast  feed  is  difficult.  Professional 
advice  should  be  followed  on  infant  feeding. 
Infant  formula  should  always  be  prepared 
and  used  as  directed.  Unnecessary  or 
improper  use  of  infant  formula  may  present 
a  health  hazard.  Social  and  financial 
implications  should  be  considered  when 
selecting  a  method  of  infant  feeding. 


yr^.        _  BEAUTY  BASICS 

Colour  stones 

For  a  new  Spring  look,  colouring  your  hair  could  be  the  answer 
—  and  it's  never  been  easier 


\  \     V  \  Jrith  the  approach  of 

I  Spring  and  promise  of 
I  warmer  weather  many 
/  of  your  customers  will 
/  be  looking  for  a  way  to 
H  /  revamp  jaded  Winter 

/        /  hair.  A  new  hairstyle  or  a 
^Al  good  cut  is  one  way  to 

W    W  add  interest  and  a  new 
W      W  lease  of  life,  but  what  if 
¥       w  your  customer  is  quite 
content  with  her  hairstyle,  but  feels  it  could 
do  with  a  "  lift "  ?  One  of  the  expanding  range 
of  home  colouring  and  highlighting  kits  may 
be  the  answer.  Most  cost  under  a  fiver  so  it 
won't  break  the  bank  either. 

Many  hairdressers  would  argue  that  hair 
colour  should  only  be  attempted  by  a 
professional  (and  who  can  blame  them  —  it's 
their  livelihood) ,  but  with  good  advice  from  a 
well-informed  pharmacy  assistant  and 
careful  heed  to  the  instruction  leaflet,  the 
risk  is  minimal. 

First  you  need  to  find  out  just  how 
adventurous  your  customer  is  feeling  — 
though  if  she '  s  a  brunette  who  fancies  a 
Monroe  look,  try  and  talk  her  out  of  it. 
Bleach  is  bad  news  for  hair.  It  has  a  severe 
drying  effect  and  may  even  result  in  hair 
loss.  And  it's  unlikely  someone  with 
naturally  dark  tresses  will  look  good  blonde. 
Skin  colour  has  to  be  considered  too. 

Apart  from  feeling  the  need  for  a  morale 
boost,  the  two  main  reasons  women  colour 
their  hair  are  either  to  cover  grey  or  to 
disguise  ' '  mousey' '  hair  which  they 
consider  is  a  boring  colour.  As  the  number  of 
women  in  the  "grey"  category  grows,  so 
does  the  number  of  cover  grey  products. 
The  best  to  recommend  are  the  semi- 
permanents  that  won't  change  the  hair 
colour,  just  hide  the  grey. 

Not  all  your  customers  will  be  women,  of 
course.  A  growing  number  of  men  are  not 
happy  to  let  the  grey  set  in.  It  is  wisest  to 
recommend  a  "men  only' '  product  since 
they  may  feel  uneasy  about  using  a  colorant 
they  perceive  is  for  women. 

Quick  change 

Most  of  your  customers  will  just  want  an 
undramatic  "boost"  —  nothing  permanent 
in  case  they  don't  like  it.  In  this  case,  the 
best  type  of  product  to  recommend  is  a 
temporary  one.  There  are  many  brands  to 
choose  from  and  dozens  of  colours  in  a 
selection  of  formulations. 

Mousses  and  spray  on  colours  can  be 
aimed  at  selected  areas.  They  are  best  for 
occasional  use  though  if  it's  for  a  special 
occasion  make  sure  you  try  it  out 
beforehand. 

Rinse  in-rinse  out  tubes  of  colour  usually 
last  a  couple  of  washes,  adding  a  subtle  hint 
of  colour.  They're  a  good  bet  or  someone 
who's  colouring  their  hair  for  the  first  time. 


Highlights  let  you  choose  where  the  colour  goes 
and  best  suit  light  hair 


Never  leave  colorants  on  for  longer  than  stated 
on  the  pack 


It's  a  good  idea  to  have  hair  trimmed  as 
highlights  work  better  then 


Semi-permanent  tints  last  from  3-12 
shampoos,  depending  on  hair  colour  and 
condition  and  the  intensity  of  the  product's 
ingredients.  They  work  best  on  light  to 
medium  brown  hair  and  are  good  for  grey 
hair  that  needs  covering.  They  are  not 
usually  suitable  for  fair  hair.  Formulations 
include  creams,  rinses  and  powders. 

Lasting  solutions 

If  your  customer  is  convinced  a  permanent 
change  of  colour  is  what  she  wants  then 
advice  is  important.  Permanent  tints 
contain  paraphenylenediamine  which  works 
in  conjunction  with  an  oxidizing  agent  such 
as  hydrogen  peroxide,  stripping  the 
pigmentation  molecules  and  replacing  them 
with  new  ones.  These  type  of  chemicals  are 
best  avoided  when  pregnant. 

A  colour  test  on  a  few  strands  of  hair  as 
well  as  a  patch  test  for  allergy  is  adviseable. 
Permanent  tints  are  not  recommended  for 
use  on  recently  permed  or  colour-treated 
hair,  since  the  hair  becomes  more  porous 
and  effects  can  be  more  than  dramatic. 

The  best  advice  you  can  give  on 
permanent  tints  is  not  to  go  against  the 
natural  hair  colour.  Most  of  us  have  hair 
that  is  made  up  of  several  different  colours 
—  try  and  highlight  one  of  these.  As  a 
general  rule,  go  one  or  two  shades  lighter 
than  the  natural  colour,  but  not  darker  as 
this  will  give  an  unnatural  matte  look  to  the 
hair. 

If  your  customer  is  anxious  to  blend  her 
eyebrows  and  lashes  with  her  new  shade, 
steer  her  towards  a  beauty  salon.  Hair 
colour  is  intended  for  use  on  the  head  and 
nowhere  else. 

So  what  if  she  wants  a  subtle  lift  that  will 
look  natural  and  last,  but  without  evidence 
of  regrowth?  The  answer  is  highlights  or 
lowlights  depending  on  whether  the  hair 
colour  is  mousey  or  brown. 

Highlights  best  suit  hair  that  was  blonde 
in  childhood  and  has  since  changed  to  a  pale 
brown,  indeterminate  shade.  There  are 
some  good  home  highlight  kits  around,  but 
they  must,  be  used  carefully  to  avoid  a 
"striped"  appearance.  It's  a  good  idea  to 
have  hair  cut  first  as  highlights  work  best  on 
well-conditioned  hair.  The  newest  kits 
come  with  a  brush,  in  powder  form,  instead 
of  the  traditional  plastic  cap  and  crochet 
hook  type.  These  are  used  on  dry  hair  so 
you  get  the  advantage  of  being  able  to  see 
where  you're  highlighting. 

For  a  natural,  sunkissed  look  apply  the 
highlighter  just  around  the  edge  of  the 
hairline  (best  on  hair  styles  without  a  fringe) 
and  pack  in  foil  to  stop  it  seeping  onto  the 
rest  of  the  hair.  It  will  add  light  to  the  face 
without  looking  noticeably  different. 

Lowlights  come  in  similar  formulations 
and  look  best  on  darker  hair.  The  effect  is 
subtler  and  regrowth  virtually  invisible. 
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Back  to  nature 

The  current  swing  back  to  the  Sixties  look 
and  increasing  interest  in  natural  organic 
products  may  see  a  growing  popularity  of 
old  fashioned  natural  treatments,  such  as 
henna,  rhubarb  root,  chamomile,  marigold, 
tea  leaf  and  bark  infusions.  Henna  is  the 
best  known.  Its  strength  and  effectiveness 
will  depend  on  its  country  of  origin  —  the 
best  are  the  pure  red  and  natural  hennas. 
They  can  be  used  on  all  shades  of  brown 
and  black  hair,  but  are  not  recommended 
for  fair  or  grey  hair  as  the  result  is  usually 
carroty.  The  results  are  permanent  and 
retouching  of  roots  is  necessary. 

Rhubarb  root  will  brighten  and  highlight 
almost  any  hair  colour.  As  with  the  other 
herbal  treatments  mentioned,  the  root  is 
infused  in  boiling  water  and  the  hair 
repeatedly  rinsed  in  it.  For  best  results 
allow  hair  to  dry  naturally  in  sunlight. 

But  the  story  doesn't  end  with  a  change 
of  colour,  it  must  be  well  maintained  for  a 
glossy,  healthy  look.  Temporary  and  semi- 
permanent rinses  are  no  problem  since  they 
add  sheen  to  hair.  Permanent  rinses  tend  to 
dry  out  hair  so  try  one  of  the  new  shampoos 
and  conditioners  specially  for 
colour/permed  hair.  For  really  dry  hair  use 
an  intensive,  protein  enriched  cream 
conditioner  and  leave  on  for  as  long  as 


possible. 

A  final  work  of  advice:  impress  on  your 
customers  the  importance  .of  reading  the 
pack  instructions  carefully  and  at  least 
twice,  even  if  they've  used  a  colorant 
before.  Colouring  mistakes  are  not  easy  to 
correct  and  your  hairdresser  will  only  gloat 
and  mutter  "I  told  you  so" . 


Type 

Temporary  rinse 

Action 

gives  a  hint  of  colour 

Best  on 

light,  mousy  or 
greying  hair 

Duration 

2-3  washes 

Comments 

May  be  imperceptible  on 
darker  hair 

Sprays  and  mousses 

gives  a  light  frosting 
of  colour 

lighter  hair 

until  brushed  or 
washed  out 

For  occasional  use 

Semi-permanent 

gives  a  richer  look  to 
colour  already  in  hair 

light-medium 
brown;  grey 

3-12  washes 

Not  recommended  for  fair  hair 

Permanent 

complete  change  of 
colour 

any  colour 

permanent 

Patch  and  colour  test 
necessary.  Consider  skin  tone 
carefully 

Highlights/ 
Lowlights 

lightens  selected 
strands  adding  colour 
tones  and  depth 

mousey;  brown  or 
red 

permanent 

Most  natural  colouring  effect. 
Regrowth  less  obvious 

Bleaching 

not  recommended 

Natural  dyes 

highlights  to  total 
colour  change, 
depending  on 
potency  of  ingredient 
and  time  left  on  hair 

all  colours 

usually  permanent 

Non-damaging  to  hair.  Control 
much  less  than  with  chemical 
dyes.  Can  be  time  consuming. 
Cheap  and  fun  to  use 
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Clairol  —  the  leaders  in 
the  colourant  market 
know  a  thing  or  two  about 

grey  hair 


Everyone  needs  Loving  Care  now  and  again  and  we've  given 
some  to  our  pack. 

The  new,  updated  Loving  Care  from  Clairol  is  modern  and 
stylish,  plus  there  are  two  exciting  blonde  shades,  Beige 
Blonde  and  Reddish  Blonde,  giving  16  beautifully  natural 
shades  in  total. 

The  launch  is  perfectly  planned  to  coincide  with  the 
'  'natural' '  trends  in  the  market  place  at  a  time  when  semi- 
permanents  are  the  fastest  growing  sector  in  the  colourants 

market.  This  sector  is  currently  worth  £12  million  and 
growing  at  a  rate  of  25  per  cent  year-on-year.  (Source  AGB). 

Loving  Care  is  clearly  the  leading  cover-grey  product.  Unlike 
other  cover-grey  brands,  Loving  Care  is  a  gentle  semi- 
permanent which  means  it  washes  out  after  six  shampoos 
with  no  root  regrowth.  It's  so  easy  to  use  —  no  mixing,  just 

shampoo-in  straight  from  the  bottle  to  produce  beautiful 
results.  The  brand  contains  no  ammonia  or  peroxide,  leaving 
the  hair  natural  looking  and  in  peak  condition. 

It  is  unique  within  the  market,  combining  the  cover-grey 
benefits  of  a  permanent,  with  the  gentleness  and  naturalness 
of  a  semi-permanent  —  just  what  today's  customer  requires. 
You  can  recommend  it  to  all  women,  however  little  or  much 
grey  hair  they  have. 

We're  also  on  TV  again  this  year,  with  the  biggest  colourant 
spend  —  £2  million,  beginning  in  the  Spring.  This 
communicates  the  unique  properties  of  the  brand  with 
"There's  nothing  like  it"  as  the  key  message.  This  is 
supported  by  an  extensive  array  of  point-of-sale  display 
material,  available  now  from  your  Bristol-Myers 
representative,  so  you  can  make  the  most  of  the  reluanch. 

Ensure  you've  got  enough  stocks  of  the  most  profitable 
cover- grey  product  on  the  market. 


Great  product  =  great  profits 
Loving  Care  —  "There's  Nothing  Like  It" 


Bristol-Myers  Company  Limited 
Swakeleys  House, 
Milton  Road, 
Ickenham, 
Uxbridge,  UB10  8NS 
Tel:  0895  639911 


(Above)  Beautiful  results  from  Reddish  Blonde  (below  right) 


Clairol  Loving  Care 


\o  1  semi-permanenl  brand 

Covers  100  perimil  grey 

Gentle  —  no  ammonia,  no 
peroxide 

\lasshcL2m  TV  spend 


BRISTOL-MYERS 


TRAINING 


MCA  course 
well  received 
in  Nl 

Over  in  Belfast,  pharmacists  are 
claiming  the  lead  in  the  training  of 
medicines  counter  staff,  with  over 
50  trained  assistants  having 
completed  the  new  Medicines 
Counter  Assistant  Training 
Course  from  less  than  200 
pharmacies  in  the  Greater  Belfast 
area. 

Presenting  certificates  to 
participants  from  the  area 
recently,  Ulster  Chemists 
Association  president  Verus 


NPA  courses 

Booking  forms  and  full  details 
from  the  Training  Department, 
NPA,  Mallinson  House,  40  St 
Peter's  Street,  St  Albans,  Herts 
AL1  3NP.  Tel:  0727832161. 

April 


Reaney  said:  "I  believe  that 
behind  every  good  pharmacist, 
there's  a  good  assistant  who 
creates  the  first  impression  to  the 
customer  who  expects  her  or  him 
to  know  all  about  products  and  to 
deal  with  inquiries." 

Course  co-ordinator  Dr  Kate 
McClelland,  locum  and  part-time 
lecturer  at  the  Belfast  College  of 
Technology  said:  "Participants  in 
the  programme  to  date  have 
shown  extremely  high  standards 
and  we're  confident  of  meeting 
many  more  equally  efficient 
assistants  when  we  start  taking 
the  courses  round  Northern 
Ireland  later  this  year,  starting  in 
Omagh  in  March." 

On  the  most  recent  course  17 
assistants  received  certificates.  A 
much  admired  guest  at  the 


Diary 


presentation  ceremony  was  six 
week  old  Matthew  Haggan,  born 
just  two  weeks  after  mum  Violet 
finished  the  course.  Pharmacist 
Barbara  Niblock  of  Longstone 
Pharmacy,  Lisburn,  had  the  idea 
of  enrolling  Violet  on  the  course 
during  her  maternity  leave...  "to 


Free  training  for  assistants  and 
pharmacists  on  the  uses  and 
benefits  of  vitamin  and  mineral 
products  is  currently  being 
provided  in  "Focus  on 
Pharmacy"  sessions  from  Roche 
products. 

The  sessions  look  at  why 
vitamins  are  important,  what 
causes  deficiencies  and  who 


Mawdsleys 
train  too! 

We  heartily  agree  with  the 
excellent  comment  (C&D,  March 
2,  1991),  and  feel  your  readers 
should  again  be  made  aware  of  the 
commitment  that  Mawdsleys 
Wholesale  Chemists  are  giving  to 
the  training  of  pharmacy 
assistants. 

Since  November  1989  we 
have  organised  and  successfully 
completed  four  NPA  Medicine 
Counter  Assistants  Courses 
through  our  Salford  and  West 


shorten  the  weeks  of  waiting 
through  educational  training". 
Further  information  on  MCA 
courses  organised  by  the  Central 
Training  Unit  can  be  obtained  by 
contacting  Dr  McClelland  or  Mrs 
Siobhan  0  'Gradv  (CTU  director) 
on  0232232186. 


benefits  from  supplements.  They 
last  an  hour  and  a  half  and  are 
planned  around  self-test  exercises 
to  generate  interest. 

Roche  reps  will  contact 
pharmacists  over  the  next  few 
months  (see  Diary  for  dates  and 
venues).  Further  details  from 
David  Clark  at  Roche  Products 
Ltd.  Tel:  0707  328128. 


Bromwich  branches.  To  date 
more  than  100  assistants  have 
completed  the  course  and  have 
received  certificates.  We  see  this 
as  an  important  part  of  the  total 
support  offered  to  our 
independent  pharmacy 
customers,  but  also  welcome 
assistants  from  non-customers. 
The  courses  are  well  organised 
and  run  from  city-centre  venues 
with  each  session  conducted  by  an 
experienced  pharmacist 
supported  by  Mawdsleys  staff. 

Our  courses  are  well 
advertised  and  backed  up  by  a 
customised  mail-out  to  all 
customers  in  our  geographical 
area.  We  are  planning  further 
courses  at  both  Salford  and  West 
Bromwich  later  in  the  year. 
Anyone  interested  can  contact 
either  Debbie  Green  on  061-833 
9741  or  Tracey  Woodhall  on 
021-525  1213  for  further 
information. 

Mawdsleys  are  endeavouring 
to  ensure  that  all  pharmacy 
assistants  in  the  North  West  and 
West  Midlands  can  benefit  from 
this  first  class  course. 


Alan  Backhouse 

Sales  manager,  Mawdsleys 
Wholesale  Chemists 
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Glasgow 

Vitamins  and  Minerals 

Roche 
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Reading 

Vitamins  and  Minerals 

Roche 
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Bournemouth 

Vitamins  and  Minerals 

Roche 
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London 

Vitamins  and  Minerals 

Roche 

9 

Chester 

Vitamins  and  Minerals 

Roche 
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Belfast 

Vitamins  and  Minerals 

Roche 
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Isleworth 

Vitamins  and  Minerals 

Roche 
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Loughborough 

Vitamins  and  Minerals 

Roche 
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Bristol 

Vitamins  and  Minerals 

Roche 
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Solihull 

Vitamins  and  Minerals 

Roche 
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Cardiff 

Success  in  Selling 

NPA 
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Cardiff 

Merchandising 

NPA 
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Cardiff 

Advanced  Selling 

NPA 
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Wetherby 

Vitamins  and  Minerals 

Roche 
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Epping 

Vitamins  and  Minerals 

Roche 

If  you  are  organising  courses  for  pharmacy  assistants  and  would  like  them 
featured  in  this  Diary,  send  full  details  to  Over  the  Counter,  Benn  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9 1RW. 


Verus  Reaney,  president  of  the  Ulster  Chemists  Association,  presents 
NPA  Medicine  Counter  Assistants  Training  Course  certificates  to 
Greater  Belfast 's  participants  in  the  recent  course  co-ordinated  by  Dr 
Kate  McClelland  and  Mrs  Muriel  Singleton  through  the  Central 
Training  Unit.  Pictured  beside  Mr  Reaney  are  Christine  Pettigrew 
and  Paul  Kelly  of  Kelly's  Pharmacy.  In  the  back  row,  from  the  left, 
Jacqui  Evans  ofMorley  Thomson,  Gilnahirk  Road,  Dolores  O  'Hare 
and  pharmacist  Colette  Murphy  of  F.J.  Murray,  Ormeau  Road, 
pharmacist  Dolores  McParland  and  Joan  Oliver  ofS.  Mawhinney, 
Cliftonville  Road,  and  Andrea  Smyth,  also  ofMorley  Thomson 


R&C  open  door  to  training... 


Starting  in  April,  assistants  will  be 
able  to  learn  more  about  digestive 
disorders  and  customer  care 
through  a  new  nationwide  series 
of  free  seminars,  sponsored  by 
Reckitt  &  Colman. 

The  first  of  these  Open  Door 
seminars  has  the  theme 
"Digestive  disorders  and  their 
treatment".  Different  themes  will 
be  developed  in  a  continuing 
programme  to  help  counter  staff 
deal  efficiently  and  confidently 
with  some  of  the  common  health 


problems. 

Reckitt  &  Colman  promise  the 
evenings  won't  be  all  work  and  no 
play.  A  spokesman  said:  "Open 
Door  seminars  will  combine 
education  with  entertainment  — 
the  best  way  to  learn. ' ' 

Details  of  the  programme  will 
be  sent  to  your  pharmacist  soon. 
Further  information  is  available 
from  the  Open  Door  seminar 
organiser,  Reckitt  &  Colman 
Products,  Dansom  Lane,  Hull 
HU8  7DS.  Tel:  0482  26151. 


...and  Roche  do  the  same 
for  vitamins 
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TuneintoCYSTOPURIN 
and  win  a  portable 
Ferguson  colour  TV 


R 


For  many  years  there  has  been  an  aura  of  confusion  surrounding  the  common 
female  complaint  of  cystitis.  It  is  only  in  recent  years  that  women  have  been 
provided  with  much  needed  information  to  help  them  understand,  cope  and 
even  overcome  their  often  recurrent  cystitis  attacks.  With  some  1 .7  million 
women  suffering  from  cystitis  in  any  one  year,  clearly  a  great  deal  more  can 
be  done  to  help  women  combat  cystitis  the  moment  it  starts! 

So,  what  is  cystitis?  Contrary  to  popular  belief,  cystitis  is  not  an  infection 
of  the  bladder  as  many  women  assume.  Simply,  it  is  an  inflammation  of  the 
bladder  lining.  As  with  any  inflammation,  it  can  have  a  wide  variety  of  causes. 
Some  women  find  that  perfumed  toiletries,  vaginal  deodorants,  certain  drinks 
and  hot  spicy  foods  can  act  as  irritants.  Even  "holding  on"  too  long  before 
going  to  the  loo,  or  wearing  tight  fitting  trousers  or  underwear,  especially  in 
synthetic  fabrics,  can  be  enough  to  trigger  an  attack. 


The  symptoms  of  an  attack  can  vary  enormously  from  woman  to  woman, 
but  the  most  common  ones  are: 

□  a  burning  or  stinging  sensation  on  passing  urine 

□  a  constant  need  to  pass  water 

□  a  dull  ache  or  pain  in  the  lower  abdomen 

□  darker  urine  than  usual,  possibly  containing  traces  of  blood 

□  a  general  feeling  of  being  unwell,  maybe  even  feverishness  or  nausea. 
At  the  first  sign  of  an  attack,  speed  is  of  the  essence.  Confronting  cystitis 

early  gives  a  woman  a  greater  chance  of  clearing  up  an  attack  quickly. 
Cystopurin,  from  Fisons  Consumer  Health,  not  only  gives  fast  and  effective 
relief  but  each  pack  is  a  complete  48  hour  course  of  treatment.  Its  six 
individual  sachets  of  soluble  granules  mix  with  water  to  make  pleasant  tasting 
citrus  flavour  drinks.  Based  on  potassium  citrate  rather  than  the  more 
commonly  used  sodium  citrate,  Cystopurin  is  the  only  available  granular,  low- 
sodium  OTC  cystitis  treatment  and  is,  therefore,  ideal  for  those  women  who 
are  trying  to  reduce  the  level  of  sodium  in  their  diet. 


Fhe  competition 


Fisons  Consumer  Health  and  Cystopurin  are  offering  you  the  chance  to  sit 
back,  relax  and  unwind  to  your  favourite  TV  programme  with  a  super, 
Ferguson  14in  portable  colour  television,  complete  with  remote  control  and 
sleep  timer  —  so  even  if  you  doze  off  you  can  rest  assured  knowing  that  your 
TV  will  turn  itself  off! 

In  addition,  ten  lucky  runners-up  will  each  receive  a  set  of  luxurious,  high 
quality  towels.  Each  set  comprises  two  bath  sheets  and  two  hand  towels  in 
aqua  that  will  add  a  touch  of  sophistication  to  any  bathroom. 


The  rules 

/.  The  judges'  decision  is  final. 

2.  Closing  date  for  the  competition  is  June  21,  1991. 

3.  Winners  will  be  notified  by  July  31,  1991. 

4.  Employees  of  Fisons  Consumer  Health  and  Benn  Retail  Publications 
and  their  families  are  not  eligible  to  enter.  Only  one  entry  per  person. 


How  to  enter 

Just  answer  the  questions,  fill  in  the  entry  coupon  and  return  to  the  address 
given: 

1.  On  average,  how  many  women  suffer  from  cystitis  in  any  one  year? 


2.  What  is  the  active  ingredient  in  Cystopurin? 


3.  Why  is  Cystopurin  different  to  other  cystitis  treatments? 


4.  Cystopurin  mixes  with  water  to  make 


5. 1  recommend  Cystopurin  because  (no  more  than  20  words) 

Name   

Pharmacy  name  and  address  

Daytime  telephone  number  

Send  your  completed  entry  to: 

Over  the  Counter /CysXoyurm  Competition 

4  Cupar  Road,  London  SW11 4JN 


SHOPTALK 


One  in  ten  admit  to 
waterworks  trouble 


More  than  one  in  ten  people  in  a 
new  survey  admit  to  having 
problems  with  their  bladder.  That 
means  three  and  a  half  million 
adults  in  the  UK  are  prepared  to 
admit  to  some  form  of 
incontinence.  Twice  as  many 
women  (14%)  as  men  (7%)  have 
the  condition. 

Yet  even  this  apparently  high 
figure  masks  the  true  scale  of  the 
problem  as  one  in  three  admit  to 
knowing  a  sufferer. 

Just  over  half  of  those  who 
admitted  having  problems  with 
their  bladder  said  they  went  to  see 
their  doctor  when  they  first 
realised  they  had  incontinence, 
and  one  in  five  didn't  do  anything 
at  all.  Overall  36  per  cent  of 
sufferers  were  referred  to  a 
hospital  specialist. 

As  far  as  pharmacy  services 
are  concerned  16%  of  people  said 
they  started  wearing  pads  when 
they  first  realised  they  had  a 


problem,  while  8%  bought 
inappropriate  sanitary  towels  and 
even  nappies.  Only  3  per  cent  said 
they  had  spoken  to  a  chemist. 

Being  aware  of  who  is  buying 
what  may  help  steer  those  too 
embarrassed  to  talk  openly  about 
their  incontinence  in  a  pharmacy 
towards  the  right  product.  Look 
for  clues:  elderly  ladies  generally 
have  little  use  for  nappies  or 
sanitary  towels.  But  be  tactful! 

Among  sufferers,  while  20  per 
cent  say  they  don't  know  what  has 
caused  their  incontinence,  medical 
conditions  (26%)  and  childbirth 
(18%)  are  the  most  suggested 
causes.  Elderly  male  sufferers  are 
the  most  likely  to  associate  their 
problem  with  both  old  age  and 
medical  conditions,  while  female 
sufferers  tend  to  associate  theirs 
with  childbirth  and  coughing  and 
sneezing. 

A  third  of  sufferers  say  they 
have  had  to  alter  their  lifestyle  as 


Snapped  on  a  visit  to  the  Chemist  &  Druggist  stand  at  the  recent 
Scotchem  Exhibition:  a  bevy  ofGeordie  assistants  from  the  Ray  gale 
group  of  pharmacies  in  Newcastle-upon-Tyne.  From  left  to  right: 
Tracey  Johnson,  Julie  Dixon,  Kim  Nesbitt,  Cheryl  Johnson,  Mrs  D 
Hannah  and  Eyvonne  Muller 


a  result  of  incontinence,  with  35%) 
drinking  less  when  going  out  and 
33%  making  a  conscious  effort  to 
find  out  where  public  toilets  are. 
MORI  interviewed  4,007  adults 
(1,027 men  and  2,980  women)  on 
behalf  of  the  British  Association  for 
Continence  Care. 


Useful  telephone  numbers 

British  Association  for 
Continence  Care  Helpline  0753 
656716 

The  Disabled  Living 
Foundation  071-289  6111  (ask 
for  the  Incontinence  Advisory 
Service) 


MANY  TOP  NAME  BRANDS  MANY  TOP  NAME  BRANDS  MANY  TOP  NAME  BRANDS 


AS  A  CHEMIST  ARE  YOU  TAKING  FULL 
.ADVANTAGE  OF  YOUR  CUSTOMERS 
%      NURSERY  REQUIREMENTS? 

^AND  AT  THE  SAME  TIME  MAKING  A  HEALTHY  PROFIT. 
~" JjHIS  MONTHS  BARGAIN*! 


■MOBILE  BABY 
MONITOR 
C  LEADING  BRAND  1 


£11.95 


THE  NATIONS  CENTRE  FOR  CASH  &  CARRY 
TRADE  ONLY 


UNBEATABLE  OFFERS! 


SEAIABLE,  TWO  HANDLE  BABY  CUP  £1.20 

BABY  BATH  SETS                        from  £4.85 

CHILDS  POTTY  (in  6  colours)  85p 

QUALITY  SAFETY  SOOTHERS  (card of  io)  £1.50 

CANNON  DESIGNER  BOTTLES  pin  a  packet)  £2.75 

TEDDY  POTTY  CHAIRS  £4.45 

BOUNCING  CRADLES                  from  £5.95 

MULTI-FUNCTION  CHANGING  BAGS  £4.95 

PVC  CHANGING  MATS  £2.65 


PLUS!  ALL  YOUR  NURSERY  EQUIPMENT  NEEDS  INCLUDING 
PUSHCHAIRS  -  COMBINATIONS  •  COTS  -  HIGHCHAIRS  -  BEDDING 
AND  SO  MUCH  MORE! 


(All  special  prices  are  (or  Minimum  Quantities  only  ) 


OR  PHONE  FOR  A  FULL 
PRICE  LIST 

061  834  1537 

JUST  MINUTES  AWAY  FROM  THE 
M6i,  M62,  M56,  M66  and  M61 


OPEN 


Monday  to  Friday  —  9.30am  until  6pm 
Late  night  Thursday  —  9.30am  until  8pm 
Sunday  —  9am  until  2pm 

44  Bent  street, 
off  Cheetham  Hill  Road, 
Manchester  M8  8LG. 

Tel:061-834  1537 
Fax:061-834  5567 
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Get  into  the  winning 
frame  with  Cow  &  Gate 

babymilks 


Let's  reflect  on  1990  before  we  move  on  to  1991.  It  was  a  year  in  which  Cow 
&  Gate  babymilks  regained  market  leadership  through  intensive,  focused 
activity. 

Not  only  did  Cow  &  Gate's  share  of  the  market  grow  but  the  total 
babymilk  market  grew  also  in  both  volume  and  value  terms,  the  growth 
coming  from  two  main  sources.  Firstly,  the  increase  in  birthrate  and, 
secondly,  from  the  Department  of  Health's  recommendation  for  the  extended 
usage  of  infant  formulas  throughout  the  first  year  if  the  baby  is  not  breast  fed. 
This  is  particularly  aimed  at  preventing  the  early  introduction  of  cows'  milk. 
1 99 1  is  a  year  of  great  opportunity !  The  birthrate  will  continue  to  increase 
in  fact  it  is  estimated  to  peak  in  1994.  And  as  mothers  become  more  aware 
of  the  advantages  of  using  babymilks  for  longer  —  ie  throughout  the  first  year 
Cow  &  Gate  are  predicting  greater  growth  in  the  babymilks  market. 
With  the  proportion  of  first-time  babymilk  mothers  growing,  it  is  very 
important  that  you  can  help  those  seeking  advice.  For  example,  mothers  often 
ask  why  do  Cow  &  Gate  have  two  babymilk  formulas  and  which  is  suitable 
for  their  baby.  While  breastmilk  is  always  best,  in  Cow  &  Gate's  Premium 
and  Plus  babymilks  you  can  recommend  the  next  best  thing.  Cow  &  Gate 
Premium  is  formulated  to  come  as  close  as  possible  to  the  nutritional  value 
and  nutritional  benefit  of  breastmilk,  and  therefore  can  be  recommended 
from  birth  or  when  breastfeeding  has  been  discontinued.  Cow  &  Gate  Plus 
is  the  alternative  choice  for  mothers,  often  recommended  for  the  hungry  or 
older  baby.  Cow  &  Gate  Premium  and  Plus  can  be  used  throughout  the  first 
year. 

It  is  important  that  you  should  know  which  products  are  suitable  for 
special  dietary  and  ethnic  groups.  Cow  &  Gate  Premium  and  Plus  do  not 
contain  beef  fat  and  therefore  are  suitable  for  vegetarians  and  Hindus, 
Moslems  and  Sikhs  who  adopt  such  a  diet.  Cow  &  Gate  Formula  "S"  soya 
food  is  a  nutritionally  complete  milk-free  formula  prescribed  for  infants  who 
cannot  take  normal  babymilks  —  or  who  are  intolerant  of  cows'  milk. 

Cow  &  Gate  Premium  and  Plus  are  available  in  450g  and  900g  tins  —  with 
the  900g  variant  accounting  for  74  per  cent  of  all  volume  bought  from 
babymilk  manufacturers  —  a  clear  indicator  of  the  importance  of  this  pack 
size.  The  ready-to-feed  liquid  version  is  available  in  100ml  and  200ml  sizes 
—  it's  safe  and  simple  "convenience"  at  the  twist  of  a  teat  unit. 

It  is  very  important  that  all  product  and  pack  variants  are  on-shelf 
providing  the  complete  range  for  mothers. 


Prizes 

Six  1st  Prizes  —  A  Pentax  PC303 
Automatic  Compact  Camera  —  auto 
focus,  auto  flash,  in  its  own  box  with 
an  additionl  offer  of  two  free 
Hoverspeed  tickets  to  France 
(redeemed  through  a  form  on  the 
camera  box)  available  from 
September  1991  to  March  1992. 
Retail  value  of  camera  £49.99. 

There  are  100  Photo  Organisers 
for  runners  up.  These  are  the  perfect 
answer  to  storing,  protecting  and 
viewing  400  photographs.  Retail 
value  —  £13.95  each. 


Rules 


/.  The  competition  is  open  to  all  pharmacists/pharmacy  assistants  in  Great  Britain. 

2.  The  competition  is  not  open  to  employees  at  Cow  &  Gate  Ltd  or  Benn  Retail 
Publications. 

3.  All  entries  become  property  of  Cow  &  Gate  ltd. 

4.  No  alternatives  will  be  given  to  the  Prizes. 

5.  Judges  decision  is  final. 

6.  Closing  date  is  April  27. 


The  competition 


To  enter  the  competition  just  circle  the  correct  answer: 

1.  The  Department  of  Health  recommends  the  extended  usage  of 
Babymilks  —  like  Premium  and  Plus  —  throughout  the  first  year 

TRUE/FALSE 

2.  Cow  &  Gate  Premium  can  be  recommended  for  bottlefed  babies  from 
birth,  or  when  breastfeeding  has  been  discontinued  TRUE/FALSE 

3.  Cow  &  Gate  Plus  can  be  recommended  for  the  hungry  or  the  older 
bottlefed  baby.  TRUE/FALSE 

4.  Cow  &  Gate  Formula  "S"  is  a  milk-free  soya  formula  suitable  for 
infants.  TRUE/FALSE 

5.  900g  tins  of  Babymilks  account  for  74  per  cent  of  the  powder 
volume.  TRUE/FALSE 

6.  Cow  &  Gate  Ready-to-Feeds  offer  mothers  safe  and  simple 
"convenience"  at  the  twist  of  a  teat  unit.  TRUE/FALSE 

7. 1  would  recommend  Cow  &  Gate  babymilk  to  bottlefeeding  mothers 
(no  more  than  20  words)  because  


Name/position   

Pharmacy  address  

 Signature  

Send  entry  to  Cow  Gate  Competition,  Over  the  Counter,  Benn  Retail 
Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 


Rehydration  for  kids 

What  would  you  advise  a  parent  asking  about  treatment 
for  a  small  child  with  diarrhoea  to  do?  Over  the  Counter 
explains  why  oral  rehydration  solutions  are  recommended 


A  recent  survey  published  in  the 
British  Medical  Journal  found  that 
not  all  pharmacists  recommend 
oral  rehydration  solutions  for 
babies  and  small  children  with 
diarrhoea.  The  survey,  among 
pharmacists  in  Newcastle-upon- 
Tyne  provides  a  warning  of  the 
importance  of  being  up-to-date. 

Acute  diarrhoea  is  a  common 
symptom  which  affects  everyone 
at  one  time  or  another, 
characterised  by  the  passing  of 
watery  unformed  stools  at 
frequent  intervals.  Given  time, 
usually  three  days  to  a  week,  it 
cures  itself. 

The  most  common  cause  is 
infection  with  a  bacteria  or  virus. 
Non-infectious  causes  include 
allergies,  hot  spicy  food,  drinking 
too  much,  and  a  change  of  climate. 
Some  medicines,  most 
notoriously  antibiotics,  can  also 
cause  a  bout  of  diarrhoea. 

In  infants  and  young  children 
the  greatest  risk  of  diarrhoea  lies 
in  the  loss  of  body  fluids  and  salts 
(also  known  as  electrolytes). 
These  salts  are  vital  because  they 
keep  a  balance  of  the  body '  s  fluids . 
Depletion  of  water  and  one  or 
other  of  these  salts  causes 
symptoms  such  as  headaches  and 
tiredness  and  dehydration  if  the 
losses  are  considerable. 


In  young  babies,  the 
dehydration  is  very  rapid  and  if  not 
corrected  quickly  can  have  very 
serious  consequences.  If  a  parent 
brings  a  baby  in  complaining  of 
diarrhoea,  a  quick  test  on  whether 
dehydration  has  started  is  to  see  if 
the  anterior  fontanelle,  the  "soft 
spot"  on  the  top  front  of  the 
baby's  head  is  sunk  in.  Also  ask  if 
the  baby  has  done  a  wet  nappy, 
though  this  is  not  always  an  easy 
check  with  watery  diarrhoea.  If 
you  have  any  suspicions  tell  your 
pharmacist  immediately, 
especially  if  the  baby  appears  to 
have  sunken  eyes,  or  is  very 
lethargic. 

Diarrhoea  is  recognised  as 
potentially  serious  by  parents  of 
young  children.  In  the  0-13  age 
group  2%  of  all  consultations  with 
general  practitioners  are  about 
diarrhoea,  with  cases  increasing  in 
late  Winter  and  early  Spring. 

The  treatment  of  diarrhoea  in 
the  young  now  involves  the 
correction  of  the  fluid  and 
electrolyte  loss  —  oral 
rehydration  therapy  (ORT)  — 
with  the  removal  of  the  problem 
bacteria  or  virus  left  to  the  normal 
workings  of  the  bowel.  Drugs  are 
not  recommended  in  children. 
The  World  Health  Organisation 
recommends  ORT  and  has 


Recommended  regimes 

Age  and  severity 

Stop  milk 

Give  ORT 

Stop  solids 

Up  to  6  months 

Breast  fed 

No 

Yes 

Bottle  fed 

mild 

No 

Yes 

No 

moderate/severe 

Yes 

Yes 

Yes 

Weaned 

6  months-2  years 

mild 

Yes 

Yes 

Bland  food  only 

moderate/severe 

Yes 

Yes 

Yes 

2-6  years 

mild 

Yes 

Yes 

Bland  food  only 

moderate/severe 

Yes 

Yes 

Yes 

For  all  scaly 
scalp  conditions 

J  A  lightly  fragranced  formula 
with  the  strength  of  coal  tar. 
f  Does  not  stain  the  skin, 
clothes  or  bath. 
J  Leaves  the  hair  shiny  and 
easy  to  manage. 

ALPHOSYL 

SHAMPOO 
The  effective  scalp  treatment  in  a  cosmetic  shampoo. 


Gerry  Murphy  from  Boots  St  Enoch 's  Centre,  Glasgow  has  won  the 
Vichy  Consultant  of  the  Year  Award  for  1990.  Runner  up  was  Jane 
Skinner  from  Boots  Cambridge.  The  awards,  made  for  outstanding 
performance  in  all  areas,  including  selling,  customer  service, 
administration  and  appearance,  were  made  at  the  annual  Vichy 
Consultant  Conference  held  in  London  last  month.  Pictured  left  to 
right  are  Toby  Marnier,  managing  director  Vichy  (UK)  Ltd,  Gerry 
Murphy,  Jane  Skinner  and  Pat  McDevitt,  Vichy 's  national  consultant 
manager 


developed  a  formula  which  is  used 
around  the  world. 

In  its  simplest  form,  a  useable 
ORT  solution  can  be  produced  by- 
dissolving  one  teaspoon  of  salt  and 
eight  teaspoons  of  sugar  in  one 
litre  of  water.  Manufacturers 
have,  however,  removed  much  of 
the  potential  for  making  up  an 
incorrect  solution  with  the 
production  of  sachets  of  powder 
which  make  up  into  the  correct 
strength  solution  when  tipped  into 
a  volume  of  water  (typically 
200ml).  Among  the  rehydration 
solutions  available  in  pharmacies 
are  Dioralyte,  Rehidrat, 
Electrolade  and  Diocalm  Junior. 

An  oral  rehydration  solution 
should  be  given  in  sufficient 
volume  to  make  up  for  what  has 
been  lost  in  the  diarrhoea.  In 
practice,  the  makers  of  the  oral 
rehydration  solutions  recommend 
for  children  under  six  the  contents 
of  one  sachet  should  be  given  after 
each  bowel  movement. 

For  babies,  the  treatment 
depends  on  whether  the  baby  is 


bottle  or  breast  fed.  For  bottle-fed 
babies,  an  equivalent  volume  of 
solution  should  be  substituted  in 
place  of  normal  feeds  in  the  first  24 
hours.  After  this,  milk  feeds  can 
be  reintroduced  at  half  strength. 

Breast-fed  babies  should 
continue  to  be  breast-fed,  with 
solution  given  from  a  feeding 
bottle  alternating  for  short  periods 
during  a  feed,  for  up  to  the  usual 
total  time  feeding.  Full  normal 
breast  feeding  should  be 
reintroduced  on  the  second  day. 

Recommendations  on  feeding, 
both  milk  and  solids  in  babies  and 
young  children,  are  summarised  in 
the  table.  Persistent  diarrhoea 
lasting  for  more  than  two  days  in 
young  children  and  24  hours  in 
babies  should  probably  be 
investigated  by  a  doctor,  so  refer 
customers  to  your  pharmacist. 

Much  of  this  article  comes  from 
information  given  by  GP  Audrey 
Innes  to  journalists  at  the  launch  of 
SmithKline  Beecham's  Diocalm 
Junior 


Letter 


Yor  special  feature  on  childrens' 
medicines  was  very 
comprehensive  and  informative. 

However  Tixylix  was 
unfortunately  listed  as  being 
suitable  from  3  years  upwards. 
Since  August  1990  the  age  range 
of  Tixylix  has  been  changed  to 
children  from  1  year,  as  detailed  in 
our  advertisement  on  page  5  of 
the  same  issue. 


We  are  informed  by  our  sales 
representatives  that  this  has 
caused  confusion  among  some 
pharmacists  that  would  be  grateful 
if  you  could  assist  in  clarifying  the 
Tixylix  age  range. 


Andy  Brough 

Marketing  manager,  Intercare 
Products 
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WIN  ATRIP  TO  PARIS  IN  THE 

PRIODERH  and  CARYLDERH 


HEAD  LICE  CHALLENGE 


COMPETITION  - 
EXCLUSIVELY  FOR 
PHARMACY  ASSISTANTS. 

WIN  3  nights  in  Paris  staying  in  a  luxury  4  star 
hotel,  superbly  positioned  for  the  best 
shopping  and  sightseeing  areas  of  the  city. 
The  prize  is  for  two  people  and  includes 
flights  from  London  Gatwick,  transfers  in 
Paris,  hotel  with  double  or  twin 
accommodation  as  required,  and 
breakfast.* 

In  addition  there  are  25  runners-up  prizes 
of  Braun  Independent  heated  brushes. 


TREATING  HEAD  LICE -WHAT 
DO  YOU  RECOMMEND? 

/hat  do  you  recommend  when  faced  with  a  case  of  head  lice  infection? 
;nd  out  what  you  should  be  doing  by  entering  the  PRIODERM  and 
ARYLDERM  Head  Lice  Challenge. 

TREATING  HEAD  LICE- WHAT 
YOU  SHOULD  RECOMMEND 

bad  lice  are  extremely  small  creatures,  about  the  size  of  a  match  head, 
ith  six  short  stubby  legs  specially  adapted  for  holding  onto  hair.  They  are 
:ry  particular  in  where  they  choose  to  live,  preferring  clean,  short  hair, 
ther  than  dirty  hair  as  most  people  believe,  and  they  are  unable  to 
rvive  in  bedding,  furniture  or  clothes. 

ead  lice  cannot  jump  or  fly;  the  only  way  they  can  be  passed  on  is  by 
Dse  head  contact  simply  by  walking  from  one  head  to  another.  Infection  is 
immon  amongst  school  children  and  their  families.  Reassure  your 
stomers  about  this  fact  and  that  just  like  measles,  mumps  and  chicken 
)x,  it's  just  another  of  these  things  that  children  catch  once  they  start 
xing  with  others. 

APP  Laboratories  have  been  producing  successful  head  lice  treatments 
r  over  forty  years  and  PRIODERM  (malathion)  and  CARYLDERM 

arbaryl)  are  the  most  widely  used  in  Britain. 

has  been  suggested  that,  over  a  period  of  time  head  lice  may  become 
sistant  to  one  form  of  treatment  -  in  other  words  if  the  same  treatment 
re  to  be  used  over  and  over  again  it  may  stop  working  as  the  lice 
velop  ways  to  survive.  This  would  make  it  very  difficult  to  combat  any 
ture  outbreaks  of  infection. 

is  for  this  reason  that  the  National  Pharmaceutical  Association  (NPA)  in 
!ptember,  1990  issued  a  directive  that  "insecticides  should  be  used  in 

'ict  rotation  to  prevent  head  lice  becoming  resistant".  This  means,  for 
:ample,  that  malathion  (as  used  in  PRIODERM)  may  be  used  for  a  period 

three  years,  after  which  time  carbaryl  (as  used  in  CARYLDERM)  would 

used  for  the  next  three  years  and  so  on.  This  "rotational  policy",  as  it  is 
lown,  helps  to  ensure  that  lice  do  not  become  resistant  to  the  treatments 

ailable,  and  in  turn  helps  to  prevent  uncontrollable  infection. 

is  vital,  therefore,  for  you  to  ensure  that  when  asked  for  a  treatment  for 
:ad  lice,  you  recommend  malathion  (as  used  in  PRIODERM)  or  carbaryl 

used  in  CARYLDERM)  -  whichever  is 

rotation  i.e.  currently  in  use,  in  your 
cal  Health  Authority  area.  (In  some 
salth  Authorities  the  new  pyrethroid 
oducts,  such  as  FULL  MARKS,  have 
"eady  been  included  on  rotation  in  which 
se  one  of  these  should  be 
commended.)  Remember  too  that  the 
DA  and  other  experts  recommend  that 

the  family  be  treated  at  the  same  time 

the  affected  individual.  It  is  false 
onomy  to  treat  only  the  affected  person. 


Recommended  by  experts. 
Endorsed  by  authority. 


«APP)! 

 r 


Napp  Consumer  Products  Division,  Napp  Laboratories  Limited. 
'  Cambridge  Science  Park,  Milton  Road.  Cambridge  CB4  4GW. 
Member  of  Napp  Pharmaceutical  Group. 
PRIODERM,  CARYLDERM,  FULL  MARKS  and  NAPP  are  Registered  Trade  Marks 
Napp  Laboratories  Limited  1991. 


HOW  TO  ENTER 

Simply  read  the  passage  about  head  lice  and  how  they  should  be 
treated,  then  find  and  circle  the  underlined  key  words  in  the  word 
square  below.  Remember  -  words  can  be  read  up  and  down,  across, 
diagonally  and  back  to  front! 

In  addition,  ask  your  pharmacist  which  of  PRIODERM  (malathion), 
CARYLDERM  (carbaryl)  or  FULL  MARKS  (pyrethroid)  is  on 
rotation  i.e.  currently  in  use,  in  your  area,  and  tick  the  appropriate 
box  on  the  entry  form. 

All  correct  answers  will  be  entered  into  a  draw,  the  first  lucky 
winner  will  spend  3  nights  in  a  luxury  hotel  in  Paris* The  following 
25  runners-up  will  receive  a  Braun  Independent  heated  brush. 

*Pnze  does  not  include  lunches,  dinners,  holiday  insurance  or  any  personal  expenditure. 
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TICK  BOX 

f*~|  malathion  (as  used  in  PRIODERM)  is  on  rotation  in  my  area 

Q  carbaryl  (as  used  in  CARYLDERM)  is  on  rotation  in  my  area 

|    |  a  pyrethroid  insecticide  (as  used  in  FULL  MARKS)  is  on  rotatic 
in  my  area 

The  product  I  recommend  is  

The  reason  is  

NAME  

PHARMACY  ADDRESS  


Send  your  completed  form  to:  PRIODERM  and  CARYLDERM  Head  Lice 
Challenge,  Napp  Consumer  Products  Division,  Napp  Laboratories  Limited, 
Cambridge  Science  Park,  Milton  Road,  Cambridge  CB4  4GW. 

RULES 

I.  All  entries  must  be  made  on  a  Napp  Consumer  Products  Division  Entry  Form. 
All  entries  become  the  property  of  Napp  Consumer  Products  Division.  2.  The  Competition 
is  open  to  non-qualified  counterstaff  only.  It  is  not  open  to  employees  of  Napp  Laboratories 
Limited,  their  families  or  the  companies'  agencies.  3.  The  closing  date  is  26th  May,  1991 . 
Entries  arriving  after  this  date  will  not  be  accepted.  4.  The  first  prize  of  a  trip  to  Paris  must 
be  booked  and  taken  by  31st  December,  1991 .  5.  All  entries  will  be  examined  by  the 
judges.  The  judge's  decision  is  final  and  no  correspondence  will  be  entered  into.  6.  Winners 
names  will  be  available  on  request  after  the  closing  date  of  the  competition. 


SHOWCASE 


|§,„"  ,  m 

•  j"t  mm 

Natural  range 
for  pharmacy 

Oris  Beauty  Products'  Natural 
Sea  Beauty  range  is  now  being 
distributed  to  pharmacies  by  Dana 
Perfumes.  The  range  includes  day 
and  night  creams,  face  mask  and 
peeling  mask,  body  lotion, 
shampoo,  bath  salts,  hand  cream 
and  foot  cream,  and  new  mud 
mask  and  cleansing  bar,  both 
prepared  using  Dead  Sea 
minerals. 

For  supporting  the  products 
instore  Oris  have  produced  three 
shelf  reservers,  leaflets,  posters 
and  sachet  samples. 
Dana  Perfumes.  Tel:  081-646 
0344 


Loving  Care 
revamped 

Clairol's  cover  grey  Loving  Care 
is  being  relaunched  in  packs  which 
emphasise  the  absence  of 
ammonia  or  peroxide  and  the  fact 
that  natural  hair  colour  will  not 
change,  just  the  grey  hidden,  as 
well  as  illustrating  the  shade.  Two 
new  shades  —  beige  blonde  and 
reddish  blonde  —  join  to  make  a 
16-strong  range  after  research 
identified  them  as  the  most 
requested  shades  missing. 
Bristol-Myers.  Tel:  0895  639911 


Oxy  gets  co-ordinated 

Oxy  has  a  classier  new  image  for  '91 ,  with  vignetted  packs  heralding 
a  more  co-ordinated  approach  for  the  range.  SmithKline  Beecham 
say  their  research  has  revealed  that  boys  tend  to  opt  for  no-nonsense 
facial  wash  as  their  alternative  to  soap,  while  girls  seek  smooth  pretty 
skin  with  medicated  cleansers  and  scrubs.  As  for  the  spot 
treatments,  Oxy  5  and  10  retain  their  magenta  and  yellow  highlights 
and  are  further  differentiated  as  regular  strength  for  '  'everyday 
spots"  and  maximum  strength  for  "stubborn  spots  and  acne". 

The  brand  that  "blitzed  those  zits"  will  also  be  back  on  TV 
screens  with  a  new  commercial  in  June  and  July,  and  on  radio 
thereafter,  with  teenage  Press  coverage  throughout  the  Summer. 
SmithKline  Beecham  Health  Care.  Tel:  081-560  5151. 


Fold-up  toothbrush  you  can 
take  anywhere 

Recent  research  revealed  that  62%  of  people  sometimes  feel  the 
need  to  brush  their  teeth  during  the  day.  Stafford-Miller's  answer 
—  the  Search  Refresher,  a  n6at  fold-up  toothbrush  that's  practical 
yet  small  enough  to  carry  around  in  a  pocket  or  bag.  When  in  transit, 
the  handle  both  protects  the  head  and  keeps  it  clean  at  the  same  time. 

Other  features  on  the  Refresher  are:  a  small  compact  heat, 
densely  packed  but  gently  rounded  filaments,  a  narrow  neck  and  a 
wide  chunky  handle.  It  is  available  in  a  choice  of  four  colours  £1.99. 
Stafford-Miller.  Tel:  0707  331001 


ORT  from  Diocalm  Junior 

There's  been  a  lot  of  stick  flying  about  recently  about  the  treatment 
of  diarrhoea  in  small  children.  Oral  rehydration  is  the  thing,  and 
Diocalm  Junior  is  suitable  for  children  from  infancy  up  to  six  years. 

A  Pharmacy  medicine,  Diocalm  Junior  is  presented  in  sachets 
each  containing  anhydrous  glucose  4g,  sodium  chloride  0.35g, 
sodium  citrate  0.59g  and  potassium  chloride  0.3g,  with  saccharin  as 
added  sweetener  5  £1.65.  The  contents  are  dissolved  one  sachet  in 
200ml  water  to  produce  an  orange-flavoured  drink.  Bottle  fed  infants 
with  diarrhoea  should  be  given  an  equivalent  volume  of  solution  in 
place  of  feeds  for  24  hours,  while  breast-fed  babies  should  take 
solution  from  a  bottle  alternated  with  breast-feeding.  For  other 
children  under  six,  a  sachet  should  be  taken  after  each  bowel 
movement. 

Press  advertising  in  the  parental  media  begins  in  May. 
SmithKline  Beecham  Health  Care.  Tel:  081-560  5151 
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Changing  Brylcreem  Black 

A  new  fragrance,  a  reformulation  and  new  packaging  is  the  formula 
for  SmithKline  Beecham's  relaunch  of  the  nine  product  Brylcreem 
Black  range ,  which  is  set  to  benefit  from  a  £1 .8  million  TV  campaign 
as  well  as  a  further  £1  m- worth  of  promotions .  The  activity  is  being 
targeted  at  16-25  year  old  men,  who  SB  say  are  the  product's  key 
users.  Strong  graphics  on  grey  and  black  with  the  Brylcreem  lion 
feature  on-pack,  with  all  products  from  modelling  gel  and  two-in-one 
shampoo  and  conditioner  to  shave  foam  at  a  flat  price  £1.59. 
SmithKline  Beecham  Personal  Care.  Tel:  081-560  5151 


J 
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Almay  targets  problem  skin 

Almay's  new  Special  Treatments  range  is  specially  formulated  for 
all  types  of  problem  skin.  The  range  comprises  a  defensive  day 
cream  50ml  £8.95,  skin  recovery  complex  30ml  £10.50  and  a 
revitalising  face  mask  50ml  £7.50. 

The  day  cream  has  vitamins  A,  E  and  B  to  aid  moisturisation,  plus 
UVA  and  UVB  SPF12  filters.  Skin  recovery  complex  —  for  tired,  out 
of  condition  skin  —  is  a  light  concentrated  fluid,  containing  hyaluronic 
acid  for  extra  moisture.  Revitalising  face  mask  is  a  creamy,  non- 
drying  mask,  ideal  for  sensitive  skins.  All  three  products  are 
described  as  hypoallergenic  and  non-comedogenic,  and  fragrance 
and  lanolin-free. 

Nicholas  Laboratories.  Tel:  0753  23971 

New  recipe  for  Limmits 

The  dramatic  facelift  belongs  to  slimming  range  Limmits, 
relaunched,  in  good  time  for  the  pre-Summer  slimming  season.  The 
products  have  new  recipes  too,  though  prices  are  unaltered. 

A  savoury  cream  cheese  biscuit  has  joined  the  range.  A  campaign 
exploiting  the  new  packaging  begins  in  the  Women's  Press  this 
month.  Scholl  Consumer.  Tel:  0682  482929 


Fruity  answer  to  indigestion 

Rap-eze  from  Rennie  is  a  new  brand  of  fruit-flavoured  indigestion 
remedy.  The  tablets,  each  containing  calcium  carbonate  500mg, 
come  in  four  flavours  —  lemon,  orange,  raspberry  and  blackcurrant 
in  assorted  32 -tablet  packs  containing  all  flavours  or  just  orange  £1.05. 
Dosage,  for  adults  and  children  over  12  is  two  tablets  sucked  and 
chewed  as  required,  up  to  16  in  a  day. 

Tamper-evident  packs  are  designed  to  appeal  to  the  younger, 
predominantly  female  users  of  flavoured  indigestion  remedies.  A 
£2 . 1  million  national  TV  campaign  will  support  the  launch .  Rap-eze 
will  also  be  available  for  sampling  at  the  Ideal  Home  Exhibition. 
Nicholas  Laboratories.  Tel:  0753  23971 


GSL  pack  for 
Dulco-lax 

Windsor  hope  to  encourage  trial 
purchase  of  their  laxative  Dulco- 
lax,  containing  bisacodyl,  with  the 
launch  of  a  general  sale  pack.  The 
8-tablet  packs  are  also  handily 
packed  in  a  self-select  unit  for 
counter  display.  The  brand  name 
now  also  sports  a  hyphen.  The 
company  feel  the  new  name  is 
more  easily  pronounced  a 
communicates  the  usage  better. 

National  newspaper 
advertisements  begin  this  month, 
and  Windsor  have  also  produced  a 
free  consumer  booklet  "Fit  for 
life"  on  the  subject  of  diet  and 
health,  written  by  TV's  "Green 
Goddess"  Diana  Moran. 
Windsor  Pharmaceuticals.  Tel: 
0344  484448 
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Listerine's 
new  taste 

Warner-Lambert  are  hoping  to 
find  new  users  for  Listerine 
Coolmint,  people  who  are  looking 
for  a  semi-therapeutic  effective 
pleasant  tasting  product,  but  who 
have  rejected  original  Listerine 
because  of  the  taste.  Coolmint  will 
be  available  in  two  sizes  200ml 
£1.59  and  600ml  £3.29  in  recyclable 
PET  bottles,  which  will  become 
the  standard  packaging  for  the 
whole  range.  A  £2.2  million 
promotional  campaign  is  planned. 
Warner-Lambert  Health  Care. 
Tel:  0703  620500 
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New  look  for  Cutex 

Rimmel  are  relaunching  their  Cutex  range  with  new  packaging  and 
a  bevy  of  new  colours  and  products.  Elliptical  glass  bottomed  bottles 
have  a  protective  click-off  outer  cap,  with  a  smaller  screw  cap  inside. 

Lasting  colour  nail  polish  £1.99  comes  in  30  pearl  and  creme 
shades,  with  provitamin  B5  for  extra  protection  and  conditioning  and 
UV  filters  to  help  maintain  colour.  Twenty  of  the  shades  co-ordinate 
with  lasting  colour  lipstick  £2.49  (30  shades  in  all)  which  as  well  as 
provitamin  B5  and  UV  filters  contains  sesame  oil  as  a  natural 
emollient.  Strong  nail  £2.49  in  15  creme  and  pearl  shades  contains 
calcium  to  form  a  strengthening  coat;  one  coat  quick  drying  formula 
£2.49  comes  in  12  glossy  creme  and  pearl  shades. 

The  Cutex  manicurist  program  has  everything  needed  for  the 
home  manicure,  from  gel  cuticle  remover  to  professional  nail  repair, 
nail  white  pencil  and  even  a  stopper  to  discourage  nail  biting.  Prices 
range  from  £0.49  for  ten  emery  boards  to  £2.73  for  nail  polish  remover 
gel. 

Rimmel.  Tel:  071-637  1621. 


Blister-buster 


We've  all  had  them  —  those  nagging  little  blisters  that  form  if  a  new 
pair  of  shoes  need  a  bit  of  breaking  in.  Now  Scholl  have  launched 
Blister  Stop  in  their  Hidden  Comfort  range  —  a  kit  containing  12 
cushion  plasters  in  various  sizes  to  match  the  foot's  contours  where 
blisters  are  most  likely  to  occur  £1.39.  Also  included  is  a  sheet  of  slim 
padding  to  cover  the  area  of  the  shoe  causing  the  problem. 
Scholl  Consumer  Products.  Tel:  0582  482929 


CRISSCROSS 


£250  to  be  won 


£25  prizes  will  go  to  the  senders  of  the  first  ten  correct 
entries  opened  after  the  closing  date 

Work  out  the  correct  answers  to  the  ten  questions  in  this  month's 
Crisscross  competition,  and  the  letters  in  the  shaded  boxes  spell  out 
something  no  pharmacy  can  do  without.  Write  this  hidden  word  on 
a  piece  of  paper  or  a  postcard,  add  your  name  and  pharmacy  address 
and  send  it  to  the  address  below.  Entrants  must  be  assistants 
employed  in  a  registered  pharmacy  for  a  minimum  of  six  hours  in  a 
normal  week.  Only  one  entry  is  allowed  from  any  one  person.  The 
answers  and  names  of  the  winners  will  appear  in  the  next  issue  of 
Over  the  Counter. 


1 

2 
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U 
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6 

7 

8 

9 

10 

1. 

2. 
3. 
4. 
5. 
6. 


9. 
10. 


We  say  nappies,  Americans  say  what?  (7) 
Controversially  beneficial  to  IQ  readings?  (8) 
Easier  to  swallow  than  tablets?  (8) 
Sterling  Health's  twin  barrelled  5  (10) 
Pain  killer;  4  is  an  example  (9) 
Word  which  often  denotes  a  children's 
medicine  (6) 

Topical  gift  for  the  time  of  year  (6,3) 
Ingredient  of  Pollon-eze  (10) 
Denotes  a  lack  of  syrup  content  (5,4) 
Treated  with  potassium  citrate  mixture  (8) 


Closing  date  for  entries:  Monday,  April  15 

Send  completed  answers  to:  Crisscross,  Over  the  Counter ,  Chemist  &  Druggist, 
Benn  House,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 


Last  months'  winners 


Mrs  Carole  Finnigan  Moss  Chemists 
c/o  Asda,  Thornaby  Town 
Centre,  Cleveland  T.L.  Bowen  2 
Cyntwell  Crescent,  Ceorau, 
Cardiff  Mrs  V.  Watson  Macalpine 
Pharmacy,  43  Macalpine  Road, 
Dundee  Susan  Watts  Selles 
Chemist,  117-119  Walkergate, 
Beverley  Miss  J.  Church  Vantage 
Chemist,  10  The  Cornmarket, 
Worcester  Miss  Tracey  Hill  Boots  the 


Chemist,  3-4  Queen  Street, 
Market  Rasen,  Lines  Mrs  Y.  Yabsley 
Milehouse  Pharmacy,  17  Wolsely 
Road,  Milehouse,  Plymouth  Ms 
Diane  Fenton  A.E.  Turner  Ltd,  181 
Sneinton  Dale,  Nottingham  N. 
Watts  Graham  Morris  Ltd,  31  Main 
Street,  Balderton,  Newark-on- 
Trent  Mrs  Margaret  Wading  Manor 
Pharmacy,  127  Manor  Drive 
North,  New  Maiden,  Surrey 
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A  supplement  to  Chemist  &  Druggist 


Verity  is  a  real-life  pharmacy 
assistant  working  full-time  in  a 
pharmacy  somewhere  in  the  UK, 
writing  about  her  job  as  she  sees  it. 


No  Smoking  Day  passed  by  almost 
unnoticed  by  our  customers.  Initial 
interest  in  an  over  the  counter  version 
of  Nicorette  nicotine  chewing  gum 
(how  did  they  know?)  soon  wore  off 
when  we  were  unable  to  say  when  it 
would  be  available  without  a 
prescription. 

Every  story  we  saw  billed  the  launch  as  imminent, 
but  no-one  seemed  to  know  a  precise  date.  At  last  we 
thought  things  were  moving  when  we  received  an  offer 
brochure  from  Unichem,  promptly  ordered  a  "launch 
parcel"  but  they  scored  an  own  goal  by  sending  us 
POM  packs.  So  we  are  still  waiting. 

I've  had  more  time  to  write  my  column  this  month 
as  I've  had  a  week  off,  and  that  set  me  thinking.  Do  any 
of  you  share  our  experience:  whoever  happens  to  be  away 
always  gets  the  blame  during  their  absence  for  odd 
things  like  items  not  being  ordered.  A  customer  will 
say:  "It  was  being  ordered  for  me  and  you  were  going 
to  keep  it  by."  And  back  comes  the  answer  "Oh,  that 

must  have  been  She's  on  holiday  this  week.  We 

don't  know  anything  about  it."  I  usually  try  to  cover 


myself  by  leaving  little  notes  about 
any  "specials"  ordered,  or  by 
taking  the  customer's  name  and 
giving  them  mine,  but  I'm  sure  to 
slip  up  somewhere.  No  doubt  I'll 
find  out  when  I  get  back  next 
week. 

Leaflets  are  always  prominently 
on  show  on  our  counter,  either  the  Pharmacy  Healthcare 
ones  or  those  printed  by  the  drug  companies.  Our 
latest  two  —  "How  to  treat  threadworms"  and  "All 
you  need  to  know  about  headlice"  —  were  certainly 
noticed.  Our  customers  were  fascinated  by  this 
combination,  but  at  least  it  made  them  look  twice 
and  the  stock  of  leaflets  soon  disappeared.  One  of 
them  quipped:  "Should  make  interesting  bed-time 
reading." 

Finally,  standby  for  complaints.  The  prescription 
charge  rise  was  no  shock  to  anyone  who  works  in  a 
pharmacy.  One  spin-off  will  probably  be  bumper  Spring 
sales  of  OTC  hay  fever  remedies.  I  know  the  new  fees 
would  make  me  think  twice  about  visiting  the  surgery  with 
such  a  problem. 


WEU,  LET  ME  SeB.illl- 
VOU'Ll  Se  M£DltJ(r  A 

special  we  Fez  won 
hair  n£<zuitzemm 


weee  we  are  sis.,  'dvlon'— wi't* 

AFRAID  VOU'LL  HAVE  TO  PUT  V0UI2 


Typesetting  and  graphics  by  Magset  Ltd,  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd.  St  Ives  pic,  Whitstable,  Kent.  Published  by  Benn  Publications  Ltd.  Sovereign  Way.  Tonbridge.  Kent  TN9  1RW.  Contents 
©  Benn  Publications  Ltd  1991 .  All  nghts  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in,  any  form  or  by  any  means,  electronic,  mechanical,  photocopving.  recording 
or  otherwise  without  the  prior  permission  of  Benn  Publications. 
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•  No.  1  recommended  brand. 

•  New,  improved  tablet  formulation. 

•  New  handy,  portable  sizes  of  tablets 
and  liquid. 

•  Gavison  is  specifically  effective 
against  heartburn. 

Ready 
for  action. 


•  Direct  promotional  campaign  to 
consumers  from  January  1991. 

•  Customers  will  be  asking  you  for 
Gaviscon  by  name. 

•  Have  the  new  packs  in  stock  and  on 
display. 

•  Ask  your  representative  about  new 
consumer  information  and  display 
items. 


GAVISCON 

For  customers  who  demanc 
heartburn  relief. 


Pharmacy  Prescribing  Information 

Active  Ingredients:  Liquid:  Sodium  Alginate  BPC  500mg,  Sodium  Bicarbonate  Ph.Eur.  267mg,  Calcium 
Carbonate  Ph.Eur.  160mg  per  10ml  dose.  Gaviscon  250  Tablet:  Alginic  Acid  BPC  250mg,  Sodium 
Bicarbonate  Ph.Eur.  85mg,  Aluminium  Hydroxide  Gel  BPC  50mg,  Magnesium  Trisilicate  Ph.Eur. 
12.5mg  per  tablet.  Indications:  Gaviscon  Liquid:  Heartburn,  including  heartburn  of  pregnancy, 
dyspepsia  associated  with  gastric  reflux,  hiatus  hernia  and  reflux  oesophagitis.  Gaviscon 250:  Heartburn 
and  acid  indigestion.  Contra-indications:  None  known.  Dosage  Instructions:  Adults  and  children  over  12. 


10-20ml,  children  6-12: 5-10ml  liquid  after  meals  and  at  bedtime.  Gaviscon  250  Tablets:  Adults  and  children 
over  12:  2  tablets  to  be  chewed  thoroughly  as  required.  Children  under  12:  not  recommended. 
Note:  10ml  liquid  contains  6.2mmol  sodium.  One  Gaviscon  250  tablet  contains  1.02mmol  sodium. 
Both  liquid  and  tablet  forms  of  Gaviscon  are  sugar-free.  Product  Licence  Nos:  44/0058  Liquid 
Gaviscon.  44/0103  Gaviscon  250.  Further  information  is  available  on  request  from:  Reckitt  &  Cofman 
Products,  Dansom  Lane,  Hull  HU8  7DS.  ®Gaviscon  is  a  registered  trade  mark. 


